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It  seems  everyone  is  talking  about  greener  cars  these  days.  But  we've  done  more  than  just  talk.  In  1997  we  introduced  the  Toyota 
Hybrid  System.  Now  it's  the  power  inside  the  world's  first  mass-produced  gas/electric  vehicle,  the  Prius.  As  the  automotive  industry 
lines  up  behind  us,  we're  already  developing  the  next  generation  of  environmental  vehicle  technology.  The  lights  are  green.  Let's  go. 
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LETTERS 


CLASSIFIED  INFORMATION 

1  ENJOY  READING  THE  ONLINE  PAPERS 

from  all  over.  Today  I  read  papers 
from  New  Mexico,  Montana,  Mis¬ 
souri,  and  Iowa,  where  I  found  a  link  to 
your  article  [E&P  Online,  “Classified 
Struggle:  Tales  From  the  Front  Lines,” 
Sept.  18]. 

I  go  to  Bona  Fide  Classified  (http:// 
www.bonafideclassified.com)  often  to 
look  up  local  papers  to  read  about  the 
current  news,  the  price  of  real  estate  in 
their  areas,  local  events,  etc.  I  find  it  fun, 
and  I  feel  like  I’m  keeping  in  touch  with 
the  outside  world. 

I  don’t  like  the  major  TV  broadcast  net¬ 
works  so  much  amTUore  as  they  all  report 
about  the  same  thing.  I  guess  they  think 
we  are  all  tuned  in  to  their  train  of 
thought  —  and,  if  not, 
they  try  to  lead  us  in  that 
direction.  You  get  a  differ¬ 
ent  \Tew  of  things  w'hen 
you  look  at  other  commu¬ 
nities  and  what’s  happen¬ 
ing  there. 

Recently,  I  looked  at  a 
paper’s  online  classifieds, 
saw  a  set  of  dishes  in  an 
ad,  and  contacted  the 
sellers.  I’ve  now'  added 
another  four-piece  place 
setting  to  my  wonderful 
old  set.  I  had  to  travel 
about  75  miles  to  get  a 
look  at  it,  but  it  was  worth  it  —  and,  of 
course,  I  w'ouldn’t  have  purchased  the 
print  version  of  this  paper  because  it  isn’t 
circulated  where  I  live. 

I  have  found  that  some  online  news¬ 


papers  don’t  include  their  merchandise- 
for-sale  ads  and  even  more  leave  out  the 
local  auction  sales,  which  I  look  for,  too.  If 
I’m  doing  this.  I’m  sure  there  are 
others  doing  it,  and  it  seems  like  the 
papers  could  charge  a  little  extra  to  those 
placing  the  ads  if  they  w  anted  to  have  it 
on  the  Web  and  double  the  exposure  for 
the  advertiser.  I  w  ould  place  my  ad  in  a 
paper  that  w  ould  include  it  on  its  Web 
site  for  a  few  days. 

NAME  AND  ADDRESS  WITHHELD 

DIZZIED  DY  TOE  SPIN 

WHO  IS  Alicia  Mundy  and  why 
is  E^P  giving  her  a  soapbox 
from  which  to  launch  her  anti- 
George  W.  Bush  tirades?  I  read  “The  Pack 
Rat:  The  Big  Questions”  column  [Oct.  23, 
p.  42]  by  this  so-called 
commentator,  and  it 
sounded  like  a  spin- 
control  item  floated  by 
the  Democratic  National 
Committee.  This  is  E^Fs 
idea  of  a  replacement  for 
your  time-honored  “Shop 
Talk  at  30”? 

I  know'  change  is 
important  to  magazines, 
and,  obviously,  change  is 
in  the  air  for  E^P.  But, 
please,  get  somebodv 
credible  who  isn’t  so 
biased  in  your  future 
columns.  As  far  as  I  am  concerned  (and 
I’m  a  journalist  with  40  years  in  this  busi¬ 
ness),  Ms.  Mundy  has  lost  all  credibility. 

RICK  CANNING 
Sutersville,  Pa. 


LETTERS 

E&P  welcomes  letters.  Send 
them  via  e-mail  to  letters@ 
editorandpublisher.com,  via 
facsimile  to  (6t6)  654-5370, 
or  via  snail-mail  to  “Letters,” 
Editor  &  Publisher,  770 
Broadway,  New  York,  NY 
10003.  Please  include  name, 
title,  organizational  affilia¬ 
tion,  location,  and  e-mail 
address.  Letters  may  be  edited 
for  all  the  usual  reasons. 


- 50  YEARS  AGO  - 

NEWSPAPERDOM*  FROM  EDITOR  &  PUBLISHER 


DEC.  2,  1.950: 

Newspapers  suffered  heavy 
losses  in  the  hurricane-blizzard 
that  swept  over  the  eastern  half 
of  the  United  States  last 
weekend,  causing  273  fatalities 


and  an  estimated  $400  million  in 
property  damage. 

A  national  survey  of  the  status 
of  civil  liberties  has  begun 
with  the  cooperation  of  18 


newspapers  in  major  cities 
across  the  country  for 
publication  on  Bill  of  Rights 
Day,  Dec.  15,  under  the 
sponsorship  of  the  American 
Civil  Liberties  Union. 


www.editorandpublisher.com 
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A  unique  online  marketplace  that  enables  secure, 
firm  transactions  at  the  click  of  a  mouse? 
You're  not  dreaming. 


And  even  if  you  were,  with  instant  access  to  up-to-the-minute  pricing  pius  a  wealth  of 
industry  resources  and  market  information,  would  you  really  want  to  wake  up? 

Finally,  a  forest  products  site  where  transactions  actually  close  online. 


\>Clickpaper.com 

■  "An  Enron  Company 


Audit  Bureau  of 
Circulations 
(ABC)  directors  gave 
preliminary  approval 
to  the  most  sweeping 
change  in  how  news¬ 
papers  can  report 
paid  circulation  in 
the  Schaumburg,  III.- 
based  organization’s 
88  years. 

By  a  big  margin, 
ABC's  board  OK’d  a 
task-force  recommen¬ 
dation  that  papers  be 
allowed  to  count  as 
paid  circulation  both 
copies  sold  for  as  little 
as  25%  of  the  regular 
price  and  copies  dis¬ 
tributed  free  to  hotel 
guests.  The  trade-off 
is  that  publishers 
must  reveal  more  in¬ 
formation  about  copies 
sold  below  50%  of  the 
basic  price. 

If  the  change  is 
approved  again  at 
ABC’s  board  meeting 
in  March,  they  will  go 
into  effect  in  April. 

-  MARK  FITZGERALD 


year,  S1.55  the  second,  and  $1.55  the  third.  It  re¬ 
portedly  lowered  the  amount  to  $1.25  for  the  first 
year  and  $1  for  each  of  the  next  two  years. 

H.  Mason  Sizemore,  president  and  chief  operating 
officer  of  the  Seattle  Times  Co.,  which  has  more  strik¬ 
ing  staff  because  it  controls  production  in  its  joint  op¬ 
erating  agreement  (JOA)  with  the  Hearst  Corp.- 
owTied  P-I,  told  E^P  that  managements  latest  offer 
boils  down  to  a  3%  raise  for  the  life  of  a  sLx-year  con¬ 
tract:  75  cents  an  hour  the  first  year;  60  cents  the 
second;  50  cents  the  third,  fourth,  and  fifth;  and  45 
cents  the  sLxth  year.  “It’s  a  competitive  offer,  as  good  or 
better  than  other  large  newspapers  in  the  country, ” 
^  Sizemore  said.  “It’s 

istrative  (Officer 
f  Lariy  Hatfield  ac- 

union  mem- 

ypi  bers  are  well-paid, 

scale  is  driving 

across-the-board  in¬ 
creases  in  pay 
rather  than  percentage  increases.  “The  percentage 
increase  tends  to  widen  the  gap  between  the  people 
at  the  top  and  people  at  the  bottom,”  he  noted. 

Both  sides  in  Seattle  have  to  be  acutely  aware  of 
the  devastation  caused  by  the  nation’s  last  major 
metro  newspaper  strike,  which  began  when  about 
2,500  workers  walked  out  at  the  Detroit  Free  Press, 


Pacific  Northwest  Newspaper  Guild 
calls  strike  against  ‘Seattle  Times’ 
and  ‘Seattle  Post-Intelligencer’ 


BY  JOEL  DAVIS 

S.VCRAMENTO,  CALIF. 

A  WIDE  SCHISM  BETWEEN  PAY  PROPOSALS  IN 

contract  negotiations  has  led  to  the  first 
newspaper  strike  in  Seattle  in  47  years  — 
and  the  first  major  metropolitan  newspaper  walk¬ 
out  in  the  United  States  in  five  years.  As  of  late  last 
week,  an  early  set- 
tlement  appeared 

doubtful.  ^  "'I  ^3 

Members  of  the 

union  for  almost  "T'X- 

1,000  news,  circu-  ^  /  I 

lation,  and  adver-  ’^^7.;/  /  t  '  , 'ijl-f 
tising  employees^of 

voted  against  post- 
poning  the  strike 
the 

union’s  deadline  of 

12.01  a.m.  Nov.  21.  p.,gp.,ljgf5  pjc^gt  the  Seattle  Post-Intelligencer. 

A  source  at  the 

Pacific  Northwest  Newspaper  Guild  told  ESJiP  that 
the  union  opted  for  a  walkout  because  the  Guild  has 
“made  a  lot  of  concessions”  in  negotiating  salaiy  is¬ 
sues  while  management  has  "barely  moved  and  is 
just  shuffling  numbers  around.” 

The  Guild  sought  a  three-year  agreement  with 
across-the-board  raises  of  $3.05  an  hour  the  first 


\he  Sun  in  Balti¬ 
more  has  be- 
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The  Detroit  News,  and  the  Detroit  Newspapers  joint 
operating  agency  on  July  13, 1995. 

By  Valentine’s  Day  1997,  when  the  unions  ended 
the  formal  strike  with  an  unconditional  offer  to  re¬ 
turn  to  work,  Detroit  New'spapers  acknowledged  it 
had  lost  about  $100  million.  Combined  circulation 
of  the  daily  papers  plummeted  by  a  third,  and  it 
remains  about  30%  below  pre-strike  levels. 

The  Detroit  unions  were  hurt  badly,  too.  Within 
days  of  the  strike,  about  240  workers,  almost  all  of 
them  newsroom  employees 
represented  by  The  Newspa¬ 
per  Guild,  crossed  the  picket 
line.  Staffers  had  to  wait  for 
their  permanent  replace¬ 
ments  to  quit  to  claim  their 
old  jobs.  Union  packaging 
center  workers  returned  to 
find  they  would  be  paid  half 
the  hourly  w'age  they  received 
before  the  strike.  About  400 
workers  have  never  been 
called  back  to  work,  including  148  who  were  fired 
for  alleged  misconduct  on  the  picket  line  during  the 
strike,  according  to  union  spokesman  ShawTi  Ellis. 

On  the  first  day  of  the  Seattle  strike,  the  Guild  be¬ 
gan  an  online  “strike  newspaper”  and  started  picket¬ 
ing  as  the  Times  and  P-I  tried  to  carry  out  business  as 
usual,  printing  and  circulating  the  dailies  with  non¬ 
union  managers  and  supervisors.  They  also  beefed 
up  security  with  surveillance  cameras  and  guards. 

In  the  newsrooms,  Sizemore  said  a  “significant 


come  the  latest  of  the 
Tribune  Co.’s  newly 
acquired  papers  to 
cut  jobs  since  the 
takeover  of  the  Times 
Mirror  Co. 

The  Sun  plans  to 
cut  60  positions 
newspaperwide,  or 
3.3%  of  its  total  work 
force,  through  buy¬ 
outs,  job  elimination, 
and  attrition. 

Behind  the  cuts  is 
pressure  from  Trib¬ 
une,  which  Wall 
Street  is  expecting  to 
improve  profitability. 
At  the  same  time.  The 
Sun  is  starting  to  feel 
the  effects  of  a  soft¬ 
ening  economy  and 
higher  newsprint 
costs,  spokeswoman 
Carol  Dreyfuss  said. 

-  LUCIA  MOSES 


Day  One:  Guild  members  picket  The  Seattle  Times. 

number”  of  editorial  staffers  have  already  crossed 
the  picket  line  and  are  still  working.  He  said  the 
biggest  challenge  in  getting  the  newspapers  out  so 
far  has  centered  around  nonunion  deliverers  learn¬ 
ing  unfamiliar  routes. 

Sizemore  said  it  is  too  early  to  tell  whether  the 
walkout  will  prompt  advertisers  to  pull  out  of  the 
two  papers  —  either  because  of  sympathy  with  the 
strikers  or  because  of  dissatisfaction  with  the  work 
done  by  their  replacements. 

The  225,687-circulation  Times  hasn’t  had  a  strike 
since  1953,  the  175,794-circulation  P-I  since  1936. 

Citing  the  breakdown  in  the  contract  negotiations 
that  he  doubts  will  resume  any  time  soon,  Sizemore 
said  the  strike  could  be  lengthy,  adding,  “We  could 
be  sitting  here  for  a  long  time  like  this.”  11 

Reporting  contributed  by  Mark  Fitzgerald 


H.  Mason  Sizemore 

SE.4TTLE 

Times  Co. 


Anew  labor 
contract  at 
the  Vindicator  in 
Youngstown,  Ohio, 
withholds  most  raises 
unless  circulation 
goes  up. 

The  two-year  pact 
was  approved  Nov. 

17  on  a  105-to-41 
vote  by  members  of 
The  Newspaper 
Guild’s  Local  11. 

The  contract  covers 
editorial  workers, 
classified  advertising 
representatives  and 
circulation  workers.  It 
elevates  roughly  30 
delivery  drivers  from 
part  time  to  full  time. 

Since  1990,  the 
independent  Vindica¬ 
tor's  weekday  circula¬ 
tion  has  dropped 
14,824  copies  to 
74,004  this  year, 
with  Sunday  circula¬ 
tion  off  more.  “I  don’t 


Knight  Ridder  control-less  in  Seattle 


SHORTLY  BEFORE 
the  spit  hit  the  fan 
in  Seattle,  vis-a-vis 
labor/management  rela¬ 
tions,  Knight  Ridder  made 
a  substantial  but  unsuc¬ 
cessful  offer  to  acquire 
controlling  interest  of  the 
Seattle  Times  Co.  from 
the  Blethen  family. 

Dismayed  by  what  it 
believes  are  substandard 
profits,  Knight  Ridder, 
which  has  owned  49.5% 
of  the  Times  Co.’s  voting 
stock  since  the  1930s, 
reportedly  offered  about 
$650  million,  including 
debt  assumption.  In  addi¬ 
tion  to  The  Seattle  Times, 
the  Times  Co.  has  other 
dailies  in  Washington  state 
and  Maine,  and  the  Knight 


Ridder  bid  would  have 
included  these  properties. 

The  Blethens,  who  have 
owned  the  Times  since 
1896,  are  more  concerned 
about  quality  journalism 
than  the  bottom  line,  said 
H.  Mason  Sizemore,  presi¬ 
dent  and  chief  operating 
officer  of  the  Times  Co. 

Knight  Ridder  Vice 
President  of  Operations 
Polk  Laffoon  contended 
Knight  Ridder  could  turn  a 
bigger  profit  while  putting 
out  a  newspaper  that  is  at 
least  as  good  if  not  better 
than  the  existing  Seattle 
Times,  which  publishes  in 
one  of  the  country’s  most 
prosperous  cities.  “If  we 
could  control  the  paper,  if 
we  could  run  the  business. 


we  could  significantly  im¬ 
prove  the  returns  without 
diminishing  the  quality  of 
The  Seattle  Times,"  Laf¬ 
foon  said.  “I 
think  the 

[Times]  is  pret-  K 

ty  well  thought 

of,  but  I  don’t  jlC 

think  it  is  as 

well  thought  I 

of  as  The  N|| 

Philadelphia 

Inquirer  and  FlSIlk  Bl6t 
the  San  Jose  Seattle 
[Calif.l  Mercury  Times  Co. 
News,"  which  are  both 
Knight  Ridder  newspapers. 

Sizemore  countered,  “I 
would  argue  The  Seattle 
Times  doesn’t  take  a  back 
seat  to  any  newspaper.” 

Although  Knight  Ridder 


has  made  other  bids  for 
controlling  interest,  the 
latest  is  said  to  be  clearly 
the  most  substantial.  The 
Blethens,  by 
/  i  contrast,  have 
tried  unsuccess- 

Knight  Bidder’s 

Blethens  ever 

16n  £(q  put  the 

Times  up  for 
sale,  the  Hearst 
Corp.,  which  owns  the 
rival  Seattle  Post-Intelli¬ 
gencer,  has  a  stipulation 
under  the  papers’  joint 
operating  agreement  that 
it  gets  to  make  the  first 
offer.  —  Joel  Davis 
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Seattle  scribes  setting  up  shop 


The  strike  paper:  A  short  shelf  life 


BY  CHRISTOPHER 

PROJECTED  TO  BE 
a  precursor  of  a 
print  product,  the 
Seattle  Union  Record 
online  newspaper 
(http:  / /www.union 
record.com)  published 
by  the  Pacific  Northwest 
Newspaper  Guild  draws 
on  a  tradition  of  strike 
newspapers,  whose  lives 
can  be  measured  not  in 
decades  or  years  but  in 
months  and  weeks. 

Of  course,  there  are 
exceptions  to  this  rule, 
as  in  the  cases  of  The 
Citizens’  Voice  and  the 
Detroit  Sunday  Journal. 

In  October  1978,  204 
unionists  walked  out  at 
The  Times  Leader  in 
Wilkes-Barre,  Pa., 
because  of  problems 


STANGO 

with  its  new  owner.  Cap¬ 
ital  Cities/ABC  Inc. 
Three  days  lat¬ 
er,  The  Citi¬ 
zens’ Voice 
created  by 
those  strikers, 
all  of  whom 
received  shares 
in  the  new" 
company.  For 
more  than  20 
years,  these 
former  and 
current  em¬ 
ployees  ran 
Citizens  Voice 
Inc.  and 
turned  a  strike 


whelmingly  approved 
the  sale  of  the  paper  to 
the  Times-Shamrock 
Communications  chain. 

Begun  in  November 


Newspaper  strike 
begins  after  ‘final’ 
offer  by  Times,  P-I 


newspaper  into  a  major 
player  in  what  is  now  a 
two-new"spaper  town.  In 
May,  Citizens’  Voice 
shareholders  over- 


1995,  several  months  af¬ 
ter  the  start  of  the  strike 
against  the  jointly  pro¬ 
duced  Detroit  Free  Press 
and  The  Detroit  News, 


the  Detroit  Sunday  Jour¬ 
nal  also  had  £m  unasual- 
ly  long  run.  Funded 
largely  by  the  Teamsters 
and  staffed  with  striking 
newsroom  and 
circulation 
workers,  the 
tabloid  was 
distributed  free 
to  250,000 
households  and 
at  its  peak  was 
selling  about 
50,000  copies 
through  stores. 

Said  Susan 
Watson,  the 
Joumah  editor 
during  its  four- 
year  nm,  “It 
w  as  a  tangible 


svTnbol  that,  even 
though  we  were  on 
strike,  we  were  informa¬ 
tion  disseminators  pro¬ 
ducing  fair  coverage  ”  11 


Wait  and  huii'y  up ... 

New  ergonomics  rules  surface  -  finally 


NAA  criticizes  OSHA  regulations 
as  costly  and  unnecessary 

BY  TODD  SHIELDS 

W'ASHINGTON 

Acting  at  the  last  minute  to  cap  a  years- 
long  regulatory  process,  the  lame-duck 
Clinton  administration  has  issued  rules  that 
will  force  employers,  newspapers  among  them,  to 
make  sure  workplaces  are  ergonomically  sound. 

The  rules  —  aimed  at  combating  nerve,  tendon, 
and  muscle  disorders  that  are  caused  by  repeated 
force  and  motions  —  potentially  will  affect  millions 
of  American  workers,  including  those  who  type,  run 
presses,  or  lift  bundles  of  newspapers. 

A  leading  newspaper  trade  group  criticized  the 
rules  as  costly  and  unnecessary",  while  labor  officials 
lauded  them  as  providing  important  protection. 

The  regulations,  under  study  since  1992,  were  is¬ 
sued  Nov.  14  by  the  Occupational  Safety  and  Health 
Administration  (OSHA)  despite  efforts  by  the  Re¬ 


publican-controlled  Congress  to  squelch  them.  If 
they  sur\"ive  court  challenges  already  filed  by  busi¬ 
ness  groups,  the  rules  are  to  take  effect  Jan.  16,  four 
days  before  the  next  president  is  to  be  inaugurated. 

Under  the  rules,  an  employee  complaint  of  a 
repetitive-stress  injury  would  trigger  a  review"  of 

workplace  condi- 

If  the  regulations 
survive  court 
challenges  by 
business  groups, 
the  rules  take 
effect  Jan.  16. 


tions.  If  condi¬ 
tions  cross  risk 
thresholds  set  out 
in  the  regulations, 
the  employer  in¬ 
volved  must  put 
into  place  an  er¬ 
gonomics  pro¬ 
gram  aimed  at 
preventing  in¬ 
juries.  Risk  thres¬ 
holds  include  typing  for  four  or  more  hours  a  day,  or 
repeating  a  cycle  of  motions  more  than  twice  a 
minute  for  two  consecutive  hours. 

Such  triggers  had  not  appeared  in  versions  of  the 


think  the  company 
could  have  survived  a 
strike,”  said  Local  1 1 
President  Anthony 
Markota.  “We  can 
both  come  back  and 
fight  another  day.” 

-  TODD  SHIELDS 


Toronto’s  Work- 
opolis  is  offering 
its  online  employ¬ 
ment  expertise  and 
software  to  other 
companies.  Jointly 
owned  by  Toronto- 
based  media  rivals 
The  Globe  and  Mail 
and  The  Toronto  Star, 
the  employment  Web 
site  said  last  week  it 
will  build,  host,  and 
maintain  corporate 
career  sites  for  other 
companies. 

Called  Corporate- 
Works,  the  program 
will  use  the  same 
proprietary  engine 
and  Web- based  tools 
that  power  the 
Workopolis  Web  site. 
That  site  includes  ca¬ 
reer  listings  from  The 
Globe  and  Mail,  The 
Toronto  Star,  the 
Kitchener-Waterloo 
Record,  and  The 
Hamilton  Spectator. 

Promoting  its  new 
service  at  a  human- 
.  resources  show  in 
Ottawa  Tuesday, 
Workopolis  said  cor¬ 
porate  career  sites 
are  very  important 
components  of  re¬ 
cruiting  strategies. 

-  CARL  SULLIVAN 


IN  TIRE  CASE 

Reporters  should 
see  documents 
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ere  offered  at  public  hearings.  The  Some  earlier  researchers  found  high  levels  of  repeti- 
dation  of  America  (NAA),  which  tive-stress  injuries  among  newspaper  workers.  For  in- 
than  2,000  newspapers,  said  the  stance,  a  study  published  in  1994  found  41%  of 
»o  low.  newspaper  employees  using  keyboards  suffered  work- 

lents,  the  NAA  said  the  rule  would  related  musculoskeletal  disorders, 
n  the  OSHA  estimated  when  it  said  Another  academic  study,  published  early  this  year, 

examined  workers  at 
an  unnamed  daily 
newspaper.  It  cited 
“the  increasing  preva¬ 
lence”  of  repetitive- 
stress  injuries  and 
found  production 
workers,  especially 
inserters,  were  more 
likely  to  suffer  such 
injuries  than  office 
workers. 

Union  officials  said 
it  appears  the  news¬ 
paper  industry’  has 
made  progress  in 


sealed  in  litigation 
against  Bridgestone/ 
Firestone,  according 
to  the  Reporters 
Committee  for 
Freedom  of  the 
Press  (RCFP). 

The  argument 
came  in  papers  filed 
Tuesday  with  the 
11th  U.S.  Circuit 
Court  of  Appeals  in 
Atlanta.  At  issue  are 
papers  in  a  case  aris¬ 
ing  from  a  death 
when  a  Ford  Explorer 
rolled  over,  allegedly 
due  to  defective  Fire¬ 
stone  tires.  That  case 
was  settled  in  1999. 
Journalists  won  a 
lower  court  ruling  to 
unseal  the  docu¬ 
ments;  Firestone  ap¬ 
pealed.  Those  joining 
the  RCFP  in  its  brief 
included  the  Atlanta 
Journal-Constitution, 
The  New  York  Times, 
and  the  Georgia  Press 
Association. 

-  TODD  SHIELDS 


daily  newspaper  pro¬ 
duced  an  average  cost  of 
$376  for  each  worksta¬ 
tion.  However,  that 
same  research  showed  a 
few  ver\’  expensive  fixes, 
while  half  of  all  inter¬ 
ventions  actually  cost 
less  than  $25. 

The  NAA  said  the  in- 
dustiy’  has  made  impor¬ 
tant  progress  under 


7  m  going  to  Disney  World! 


Birmingham,  Ala.- 
based  Communi¬ 
ty  Newspaper  Hold¬ 
ings  Inc.  sold  two  paid 
weeklies  that  didn’t 
fit  with  its  existing 
papers  to  Scotts- 
bluff.  Neb. -based 
Country  Media  Inc., 
which  was  founded 
earlier  this  year  by 
former  Scottsbiuff 
Star-Herald  Publisher 
Steve  Hungerford, 
and  his  wife,  Carol. 

The  price  paid  for 
The  Chadron  (Neb.) 
Record,  circulation 
2,851,  and  Hot 
Springs  (S.D.)  Star, 
circulation  2,275, 
was  not  disclosed. 

-  LUCIA  MOSES 


Native  Hoosier  surrenders  ‘Star’  role 
for  top  billing  at  ‘Orlando  Sentinel’ 


BY  JAMIE  SANTO 

Tim  Franklin  is 
departing  his 
native  In¬ 
diana  to  become  : 

\ice  president  fe 

and  editor  of  the  » 

Tribune  Co.'s  Or-  ^ 

landoiF\a.)  Sen-  f 

tinel,  but,  having 
spent  17  years  at 
the  Chicago  Trib¬ 
une  before  join¬ 
ing  The  Indianapolis 
Star  in  January,  he  is  in  a 
sense  coming  home. 
Franklin,  vice  presi- 


during  which  time  he 
added  news  bureaus, 
was  involved  in  re¬ 
designing  sections,  re- 
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Creative  Voting  101  at  Marguette 


BY  JOE  STRUPP 

HE  Milwaukee  County  district  attok- 
ney’s  office,  which  is  investigating  potential 
voter  fraud  by  students  at  Marquette  Uni¬ 
versity,  has  backed  off  requests  for  source  material 
from  student  journalists  who  reported  that  nearly 
20%  of  students  may  have  cast  multiple  ballots  in 
the  presidential  election. 

Chief  Deputy  District  Attorney  Robert  Donohoo 
said  the  investigation,  prompted  by  stories  in 
the  student-run  Marquette 
Tribune  about  sloppy 
identification  procedures 
and  poor  controls  at  the 
school’s  four  student 
polling  places,  would  con¬ 
tinue.  But  he  said  that  de¬ 
mands  for  source  material 
related  to  a  Tribune  poll  of 
1,000  students  conducted 
the  weekend  after  Election 
Day  would  be  withdrawn 
for  now.  Most  of  the 
polling  was  conducted  by 
telephone,  according  to 
the  Tribune. 

“We’ve  asked  them  for 
some  information  and  may  ask  them  for  some 
more,”  Donohoo  told  E^P  last  week.  “We  haven’t 
made  any  decisions  yet.  We  are  looking  at  all 
options.  Nothing  is  happening  this  week.” 

The  investigation  began  after  a  Tribune  story- 
published  Nov.  14  reported  that  174  students  out  of 
the  1,000  polled  said  they  voted  at  least  tvv-ice  for 
president.  Wisconsin  law  allows  voters  to  register 
on  Election  Day  and  requires  new  residents  to  live 
in  the  state  for  only  10  days  to  be  eligible  to  vote. 

William  Elliott,  dean  of  Marquette’s  college  of 
communications,  had  directed  students  not  to  re¬ 
lease  some  source  material,  such  as  information  on 


how  many  students  had  been  polled  from  each  vot¬ 
er  precinct  or  specific  reporter  notes.  Elliott  said  he 
believes  the  district  attorney’s  office  w-ill  not  request 
any  more  information.  “It  looks  like  things  are  pret¬ 
ty  much  over,”  he  said.  “Politically,  there  is  nothing 
to  be  gained  for  them.”  Elliott  said  the  investigators 
did  not  threaten  any  legal  action  to  force  the  news¬ 
paper  to  release  information,  but  that  they  did  ask 
to  submit  a  list  of  questions  for  the  reporters  relat¬ 
ed  to  their  news¬ 
gathering  process.  He 
said  the  questions 
had  still  not  arrived 
as  of  early  last  week. 

Donohoo  said  no 
formal  legal  action, 
such  as  a  subpoena 
seeking  information, 
has  been  planned. 
“We  haven’t  gotten 
that  far  yet,”  he  said. 

Attorney  Kendall 
Harrison,  who  has 
been  advising  the 
newspaper,  said  the 
investigators  first 
must  look  elsewhere  to  find  the  information  they 
want  before  demanding  it  from  students.  “They 
need  to  conduct  a  very  thorough  investigation  first, 
under  state  law,”  Harrison  said. 

Michael  McGraw  and  Adam  Kirby,  both  19,  are 
the  student  reporters  who  broke  the  stoiy-  about  the 
alleged  voting  irregularities  on  campus  in  the  pages 
of  the  Tribune. 

McGraw  said  his  reporting  began  after  he  went  to 
the  polls  Nov.  7  and  saw  students  casting  ballots 
without  identification  or  proof  of  residency.  “It  just 
came  about,”  he  said.  “The  election  people  were 
obviously  overwhelmed  and  disorganized.”  U 


Q  www.tnarqucttelribune.org 


Marquette  Tribune  reporters  wrote  that  174  students  cast 
multiple  ballots  in  the  presidential  election. 


Job  board’s  word-of- mouse 

A  $70-million  roar  from  Monster.com 


TV  to  get  lion's  share  of  2001  ad  pie, 
but  newspapers  unlikely  to  starve 


BY  JOE  NICHOLSON 

ONSTER.COM 

the  No.  1  Web 
job  board,  e.\- 
pects  to  spend  $70  mil¬ 
lion  on  2001  multimedia 


ads,  with  most  destined 
for  TV  and  some  for 
newspapers. 

The  e-firm,  located  in 
Maynard,  Mass.,  and 


ow-ned  by  TMP  World¬ 
wide  in  New  York,  last 
month  retained  Boston- 
based  Arnold  World¬ 
wide,  which  has  settled 
on  a  tag  line  that  will  be 
made  public  when  the 
campaign  breaks  in 
Januarv. 


The  S70-million  eftbrt 
next  year  will  focus  ini¬ 
tially  on  TV'  spots,  which 
will  include  at  least  four 
in  association  with  the 
National  Football 
League’s  Super  Bowl  — 
two  spots  during  the 
pregame  show  and  two 


‘LIGHT’ SEEN  IN 
SAN  ANTONIO 

Hearst  News¬ 
papers  Part¬ 
nership  LP  and  San 
Antonio  entrepreneur 
R.G.  Gritting  reached 
an  out-ot-court 
settlement  in  their 
legal  tussle  over  the 
use  ot  San  Antonio 
Light,  the  name  ot 
the  daily  Hearst 
closed  after  buying 
the  rival  Express- 
News  in  1992. 

Neither  party  would 
divulge  the  settlement 
amount,  but  Gritting 
said  that  he'll  change 
the  name  ot  both  his 
news  Web  site  and 
his  planned  weekly 
tabloid  —  set  to 
launch  March  15, 
he  noted,  the  date 
“Brutus  gave  it  to 
Caesar”  —  to  San 
Antonio  Lightning. 

Hearst  lawyer 
Bernie  Martinez  said 
only:  “Mr.  Gritting  is 
permanently  enjoined 
trom  ever  using  the 
San  Antonio  Light 
mark  again.” 

-  ELLEN  LIBURT 

CONTHACTOK'D 

FOHGNCDEAl 

Tabloid  Boston 
Herald  parent 
Herald  Media  Inc. 
has  moved  closer 
to  sealing  a  deal  to 
buy  the  Community 
Newspaper  Co.  chain 
with  the  signing  ot 
a  sale  agreement 
with  seller  Fidelity 
Investments. 

The  sale,  which 
would  give  Herald 
Media  a  suburban 
base  trom  which  to 
compete  with  The 
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Boston  Globe,  is 
expected  to  be  com¬ 
pleted  by  Jan.  4. 

-  LUCIA  MOSES 

APIGETrA’IN 


The  American 
Press  Institute 
has  surpassed  its  en¬ 
dowment  fund-raising 
goal,  the  Reston,  Va.- 
based  journalism 
training  institute  an¬ 
nounced.  The  non¬ 
profit  center  cited 
$600,000  from  the 
James  H.  Ottaway 
family  and  $100,000 
from  newspaper 
mergers-and-acquisi- 
tion  executive  Lee  E. 
Dirks  as  crucial  to  the 
drive’s  success. 

API  aimed  to  raise 
$10  million.  Through 
Nov.  1 ,  it  had  brought 
in  endowment  and 
related  funding  of 
$13.3  million,  said 
George  B.  Irish,  presi¬ 
dent  of  Hearst  News¬ 
papers  and  chair  of 
the  API  board  of 
directors.  The  money 
will  help  API  improve 
its  programs. 

-  TODD  SHIELDS 

MAVnWNER 

CRIESTOUl 

Unhappy  with 
the  coverage 
his  basketball  team 
has  gotten  from  The 
Dallas  Morning  News, 
Dallas  Mavericks 
owner  Mark  Cuban  is 
backing  out  of  a  deal 
to  buy  News  parent 
Belo’s  stakes  in  the 
team  and  its  arena. 

Cuban  said  he 
agreed  to  the  deal 
only  because  Belo 
indicated  it  would 


during  the  game,  said 
Pete  Favat,  group 
creative  director  with 
Arnold.  Some  outdoor 
ads  also  are  e.xpected. 

As  for  newspapers, 
don’t  assume  there  will 
be  a  set  schedule  of  100 
or  200  dailies.  “Monster- 
.com  likes  to  do  things 
quickly  and  then  mo\’e 
on,”  said  Francis  J.  Kelly 
III,  the  agency  president 
and  chief  operating  offi¬ 
cer.  ‘‘So  you  might  often 
see  us  show  up  in  10  pa¬ 
pers  here  and  then  10 
papers  there.” 

Arnold’s  first  quick  hit 


E  &  P  NEWS 


for  Monster.com  came 
last  w'eek  with  an  “op¬ 
portunistic”  buy  that 
used  the  Gore-Bush 
matchup  as  ad  fodder. 

Even  before  the 
planned  launch  of  its 
new  multimedia  cam¬ 
paign  in  .lanuarv’.  Mon¬ 
ster  .com  displayed  its 
nimbleness  on  Nov.  17 
with  a  one-day  buy  in 
eight  major  dailies. 

The  full-page  ads 
featured  head  shots  of 
deadlocked  presidential 
candidates  George  W. 
Bush  and  A1  Gore,  with 
their  heads  tilted  at  each 


.abetter  job  shouldn't  be  this  tough. 


monster.com 


other  in  apparent 
argument. 

“Getting  a  better 
job  shouldn’t  be 
this  tough,”  pro¬ 
claimed  the  cap¬ 
tion  on  ad  for  the 
Web  jobs  board. 

The  ad  ran  in 
The  Boston  Globe, 
Chicago  Tribune, 
Dallas  Morning 
News,  Los  Angeles 
\  Times,  Miami 
\  Herald,  San 
I  Francisco  Chron- 
!  icle,  Washington 
j  Post,  and  USA 
‘  Today.  11 


Making  money  making  paper 


Newsprint  manufacturer  profits  rise 


BY  JIM  ROSENBERG 


North  America’s  No.  2  newsprint  maker,  also  cut  sales 
Bowater  Inc.,  posted  third-quarter  net  in-  paid  to  Bran 
come  of  $50  million,  affer  deducting  $9.8  adding  $565,( 
million,  pretax,  for  unusual  charges  that  included  in-  timberland  li 
centives,  woodlands  damage,  and  a  foreign  e.xchange  decrease  in  in 
loss.  The  company,  headquartered  in  Greenville,  S.C.,  the  Washingti 
showed  a  loss  of  $53.4  million  in  the 

third  quarter  of 1999-  Net  income  for  Bowater,  Alliance 
the  first  nine  months  of  2000  came  1  I?  .  I  .1.  1 

to  $100.9  million  on  sales  of  $1.72  xSear  ISlanCl 

billion,  compared  with  net  income  of  S00  tllird-CJliarter 
$58.3  million  on  sales  of  $1.16  billion  .  ^ 

during  the  same  period  last  year.  ^aillS  alter 
Montreal-based  Alliance  Forest  S\lfl0riliof  loSSCS 
Products  recorded  third-quarter  net  ^  . 

income  of  $14.4  million  (Canadian)  VCar  earlier, 
on  net  sales  of  C$262.8  million,  com¬ 
pared  with  a  loss  of  C$5  million  on  C$268.5  million  will  be  used  t( 
in  sales  a  year  earlier.  The  paper  sector  contributed  financial  offii 
the  larger  share  of  operating  income  —  C$15.2  mil-  based  Pacifica 
lion,  compared  with  pulp’s  C$11.9  million  (and  the  us  with  the  al 
larger  of  the  sectors’  losses  last  year).  Lumber,  which  should  the  op 
had  operating  income  of  C$13.6  million  in  third-  for  PREI  to  si 
quarter  1999,  shows  a  loss  of  C$1.9  million  a  year  lat-  approximatin 

er,  as  average  selling  prices  continue  dropping.  The  hydroele 

At  Bear  Island  Paper  Co.,  a  subsidiarv'  of  Brant-  about  45%  oi 
Allen  Industries  Inc.,  Greenwich,  Conn.,  third-quar-  mill.  The  trar 
ter  net  income  came  to  $1.3  million,  compared  with  Pacifica.  Its  o] 
a  year-earlier  loss  of  $3.8  million,  on  net  sales  of  River  and  Pc 
$28.2  million  and  $26.0  million,  respectively.  Year-  combined  an 
to-year  quarterly  comparisons  for  Bear  Island’s  mill  900,000  meti 


Bowater,  Alliance, 
and  Bear  Island 


gains  after 
suftering  losses 
a  year  earlier. 


near  Richmond,  Va.,  saw  the  average  per-ton  price  of 
newsprint  rise  18%,  the  tonnage  sold  decline  9%,  and 
manufacturing  costs  rise  4%.  In  April,  the  company 
also  cut  sales,  marketing,  and  administrative  fees 
paid  to  Brant-Alien  from  3%  to  1%  of  net  sales, 
adding  $565,000  to  third-quarter  income.  Further, 
timberland  liquidation  contributed  to  a  $906,000 
decrease  in  interest  paid.  Dow  Jones  &  Co.  Inc.  and 
the  Washington  Post  Co.  sold  their  stakes  in  Bear  Is¬ 
land  to  partner  Brant-Allen  three 

Alliance,  years  ago. 

J  ,1  1  On  the  West  Coast,  Pacifica  Pa- 

ISldllCI  pgj.g  jjjj.  ^jj  transfer  all  its 

CJliarter  shares  in  its  hydroelectric  sub¬ 
sidiary  to  Powell  River  Energy  Inc. 
(PREI)  in  return  for  C$100  million 
losses  ^  50.1%  stake  in  PREI,  with  the 

J .  remaining  49-9%  being  owned  by 

*lier.  the  Great  Lakes  Hydro  Income 

Fund.  Proceeds  of  the  transaction 
wall  be  used  to  pay  bank  debt.  David  Gandossi,  chief 
financial  officer  of  Vancouver,  British  Columbia- 
based  Pacifica,  said  the  transaction  also  will  “provide 
us  with  the  ability  to  consider  accretive  acquisitions, 
should  the  opportunity  present  itself.”  The  deal  calls 
for  PREI  to  supply  power  to  Pacifica  at  a  fixed  price 
approximating  today’s  rates  for  a  period  of  10  years. 
The  hydroelectric  facilities  will  continue  to  supply 
about  45%  of  the  power  needs  of  the  Powell  River 
mill.  The  transaction  will  not  affect  employTnent  at 
Pacifica.  Its  operations  include  paper  mills  at  Powell 
River  and  Port  Alberni,  British  Columbia,  with  a 
combined  annual  production  capacity  of  close  to 
900,000  metric  tons.  11 
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Nieman  Fellowships  for  Journalists 
at  Harvard  University 


The 

Nieman  Foundation 

is  now  inviting 
applications 

for  its 

2001-2002 

fellowship 

program. 

In  this  critical  time  for  journalism,  the  mission  of  the  Nieman  Fellowships 

has  never  been  more  important.  The  fulfillment  of  its 

mandate  to  i  «  <  II 

promote  and  elevate  the  standards 
of  journalism  and  educate  persons 
deemed  specially  qualified” 

^  ^  begins  each  year  with  the  selection 

of  12  working  journalists  from  the  United  States  and  12  from  other  countries. 

At  Harvard,  the  Fellows  experience  discovery  and  enrichment,  learning  and 
reflection  in  Harvard  classrooms,  in  Nieman  seminars  and  from  the  close 
friendships  that  emerge  during  the  Nieman  year.  Each  Fellow  is  free  to  design 
an  individual  course  of  study.  Some  pursue  courses  in  a  reporting  specialty; 
others  explore  the  breadth  of  Harvard’s  schools  and  departments.  For  many 

Niemans,  it  is  a  year  of  transformation  enabling  them  to  return  to  their  news 
organizations  with  renewed  journalistic  purpose. 

Nieman  Fellowships  are  awarded  to  reporters,  editors,  photographers,  producers, 
editorial  writers  and  cartoonists,  and  Internet  specialists.  Whatever  their  roles  in 
journalism,  Nieman  Fellows  have  this  in  common:  they  are  achievers  and  they 
understand  the  virtue  of  continuing  education  for  journalists. 

Nieman  Fellowships  are  granted  for  the  academic  year  and  include  tuition,  a 
stipend  of  $50,000,  housing  allowance  and  childcare  support.  To  qualify  for 
consideration,  applicants: 

•  Must  be  full-time  staff  or  freelance  journalists  working  for  the  news  or 
editorial  departments  of  newspapers,  news  services,  radio,  television, 
magazines  of  general  public  interest  or  Internet  news  sites. 

•  Must  have  at  least  three  years  professional  experience  in  the  news  media. 

•  Must  obtain  their  employer’s  consent  for  a  leave  of  absence  for  the 
academic  year. 

The  application 

deadline  for 

U.S.  journalists  is 

January  31, 2001. 

Information  and  application  forms  may  be  obtained  from: 

Program  Officer  Tel:  617-495-2237 

Nieman  Foundation  Fax:  617-495-8976 

One  Francis  Avenue  E-mail:  nieman@harvard.edu 

Cambridge,  MA  02138  Web  site:  wvvvv.nieman. barvard.edu 

E  &  P  NEWS 
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expand  its  Mavs 
coverage,  but  was 
then  told  by  Belo 
execs  that  coverage 
would  be  curtailed. 

Belo  sued  Cuban 
last  week,  saying 
he  refused  to  honor 
his  agreement  to  buy 
out  Belo  for  $34.5 
million.  Cuban  said 
there  was  no  signed 
contract;  Belo 
declined  to  respond 
to  his  claims. 

Beio's  sports  con¬ 
nection  was  contro¬ 
versial  from  the  start. 
When  Belo  bought  the 
minority  stakes  last 
year,  critics  wondered 
if  the  News  could 
cover  its  parent’s 
investment  fairly. 

-  LUCIA  MOSES 

PEW:  VOTERS 
LURED  BY  NET 

Fewer  people  are 
reading  newspa¬ 
pers'  campaign  cover¬ 
age,  according  to  a 
survey  by  the  Pew 
Research  Center  for 
the  People  &  the 
Press.  In  a  report 
issued  Nov.  16,  the 
center  found  that 
39%  of  respondents 
got  most  of  their 
campaign  news  from 
newspapers  this  year, 
down  from  60%  four 
years  ago. 

The  fall-off  is 
spread  across  demo¬ 
graphic  groups,  but  is 
most  pronounced 
among  the  well- 
educated,  who  tradi¬ 
tionally  have  been 
steadfast  newspaper 
readers.  Pew  found. 

It  said  voters  increas¬ 
ingly  are  turning  to 
the  Internet  for  elec¬ 
tion  information. 

-  TODD  SHIELDS 


CALENDAR 


DECEMBER 

Q  in  IRE  Census 
U  III  Workshop, 
Investigative 
Reporters  and  Editors, 
Crowne  Plaza  Hotel, 
Columbia,  Mo. 

MHow  to  Buy  & 
Sell  Web  Ads. 
Adweek  Conferences 
and  the  Laredo  Group, 
Hilton  Los  Angeles 
Airport  Hotel,  Los 
Angeles 

JANUARY 

7  10  NAA  Newspaper 
I  IL  Operations 
SuperConf  erence. 
Newspaper  Association 
of  America,  Hilton 
Walt  Disney  World, 
Orlando,  Fla. 

MMFCP  Winter 
Conference, 
Midwest  Free 


Community  Papers, 
Embassy  Suites,  Des 
Moines,  Iowa 

in  iJlRE  Census 
Id  14  Workshop, 

Investigative  Reporters 
and  Editors,  Holiday 
Inn  Portland  Airport, 
Portland,  Ore. 

FEBRUARY 

in  11  33rd  Annual 

111  14  Metro  Users 

Meeting,  Metro  Users 
Group,  Hilton  Clear¬ 
water  Beach  Resort, 
Clearwater,  Fla. 


IQ  on  Mid-Atlantic 
10  tU  NAME  Winter 
Conference,  Mid- 
Atlantic  Newspaper 
Advertising  and 
Marketing  Executives, 
Litchfield  Beach  and 
Golf  Resort,  Pawleys 
Island,  S.C. 


01  01  E&P  12th 
L  I  l4  Annual 

Interactive 
Newspapers 
Conference  &  Trade 
Show,  Editor  & 
Publisher  Conferences, 
Wyndham  Anatole 
Hotel,  Dallas 

on  0  AAAA  Media 
LU  L  Conference  and 
Trade  Show,  American 
Association  of  Adver¬ 
tising  Agencies,  Hilton 
New  Orleans  Riverside, 
New  Orleans 

MARCH 

IQ  Weekly  News- 
d  paper  Publishers 
Conference,  Inland 
Press  Foundation, 
Embas.sy  Suites  Hotel- 
North,  Phoenix 

7  11 NPPA  Northern 
I  1 1  Short  Course, 


National  Press 
Photographers 
Association, 
Hartford,  Conn. 

IC  17 IFPA  Spring 
Id  1 1  Conference, 
Independent 
Free  Papers  of 
America,  Hilton 
Clearwater  Beach 
Resort,  Clearwater, 
Fla. 


MIAPA  Midyear 
Meeting, 

Inter  American 
Press  Association, 
Hotel  Caesar  Park, 
Fortaleza,  Ceara, 

Brazil 

NOTE:  To  list  events, 
please  e-mail  to 
calendar^  editorand 
publisher.eom  orfa,v 
to  Calendar  Editor 
at  (646)  6.54-5,370. 


ADDITIONAL  INFORMATION  ABOUT  THESE  AND  FUTURE  EVENTS  CAN  BE  FOUND  AT 

http://www.editorandpublisher.com/ephome/events/eventshtm/calendar2k.htm 


End-of-ccimpaign  coverage  assessed 


Media  accentuate  the  negative 


BY  TODD  SHIELDS 

W.XSHINGTON 

The  American 
public  long  has 
told  pollsters  it 
is  tired  of  negativism 
in  political  campaign¬ 
ing.  If  so,  readers  may 
be  tiring  of  newspaper 
coverage  as  well.  For, 
according  to  a  new 
survey,  press  coverage 
was  “strikingly 
negative”  during  the 
closing  weeks  of  the 
2000  presidential 
campaign. 

Newspaper  stories 
in  late  September  and 
October  that  concen¬ 


trated  on  Democrat 
A1  Gore  were  negative 
56%  of  the  time,  as 
were  51%  of  newspaper 
stories  about 
Republican  George 
W.  Bush,  according 
to  research  conducted 
by  the  Project  for 
Excellence  in 
Journalism. 

The  Washington- 
based  group,  part  of 
Columbia  University’s 
Graduate  School  of 
Journalism,  assessed 
coverage  by  broadcast¬ 
ers,  Internet  sites,  and 
four  newspapers:  The 
Washington  Post,  The 


New  York  Times, 
the  Orlando  (Fla.) 
Sentinel,  and  The 
Oregonian  of 
Portland,  Ore. 

Leading  Internet 
news  sites  surxeyed 
were  more  negative 
than  newspapers,  and 
T\’  was  less  so,  the 
project  said  in  its  study 
issued  Oct.  31. 

The  surxey  assessed 
coverage  during  weeks 
when  debates  offered  a 
vehicle  for  discussion 
of  issues.  Yet  the  press 
focused  on  strategy-, 
the  study  found. 

Newspapers  devoted 


31%  of  presidential 
coverage  to  issues 
such  as  health  care 
and  taxes  —  a  higher 
percentage  than  TV  or 
Internet  sites,  the  sur¬ 
vey  found.  Even  so,  it 
found  53%  of  newspa¬ 
per  stories  mulled  such 
matters  as  campaign 
strategy’  or  reviewed 
the  debates  as  dramat¬ 
ic  performances.  Said 
Amy  Mitchell,  a  Proj¬ 
ect  for  Excellence  staff 
member,  “Even  news¬ 
papers,  while  they  did 
better  than  other  me¬ 
dia  ...  were  not  focused 
on  the  issues.”  11 
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PEOPl 

BY  JAMIE  SANTO  newspeople@editorandpublisher.com 

IOWA 

Nancy  L.  Green 

Nancy  Green  has  been  named  to  the  newly 
created  position  of  director  for  circulation 
sales,  distribution,  and  marketing  at  Lee 
Enterprises  Inc.  in  Davenport  from  vice 
president  for  communication  at  Georgia 
GLOBE  (Global  Learning  Online  for  Business  and  Education), 
a  division  of  the  University  System  of  Georgia  in  Atlanta. 


John  Curley  to  remain  assistant  managing 
editor  for  news  desks. 

John  Diaz  to  remain  editorial  page  editor. 
Glenn  Schwarz  to  sports  editor  from  sports 
editor  at  the  Examiner. 

Pam  Scott  to  director  of  news  operations 
from  managing  editor  for  operations  at 
the  Examiner. 

Leslie  Guevarra  to  director  of  newsroom 
hiring  and  staff  development  from  direc¬ 
tor  of  editorial  hiring. 

Dave  Hyams  to  director  of  technologv-  and 
planning  from  director  of  operations. 

INDIANA 

Jim  Bush  to  managing  editor  of  The  Times 
in  Frankfort  from  managing  editor  of  the 
weekly  Hendricks  County  Flyer  in  Plain- 
field.  Bush  succeeds  Brian  Zink. 

LOUISIANA 

Chris  E.  Jensen  to  president  and  publisher  of 
The  Advertiser  \n  Lafayette  from  president 
and  publisher  of  The  Times  in  Gaines\ille, 
Ga.  Jensen  succeeds  Edward  R.  Moss. 


CALIFORNIA 

Linda  Strean  to  deputj'  managing  editor 

for  news  at  the  San  Francisco  Chronicle 

from  assistant  managing  editor  for 

metro. 

Pam  Reasner  to  deput>'  managing  editor 
for  presentation  from  assistant  managing 
editor  for  graphics. 

Liz  Lufkin  to  deputy  managing  editor  for 
arts  and  features  from  assistant  managing 
editor  for  arts  and  features. 

Sharon  Rosenhause  to  editor  of  the  new 
afternoon  edition  from  managing  editor 
for  news  at  the  San  Francisco  Examiner. 
Dick  Rogers  to  assistant  managing  editor  for 


OHIO 

Thomas  F. 
Pounds 

to  vice  president 
and  general  man¬ 
ager  of  The  Blade 
in  Toledo  from  circulation  di¬ 


rector  at  the  Pittsburgh  Post- 
Gazette.  Pounds  succeeds  Rob¬ 
ert  McCray,  now  vice  president 
and  general  manager  of  the  San 


Francisco  Examiner. 


metro  news  from  Examiner  metro  editor. 
Steve  Cook  to  assistant  managing  editor 
for  enterprise  from  deputy  managing 
editor  at  the  Examiner. 


MASSACHUSETTS 
Andy  Sutcliffe  to  publisher  of  the  alterna¬ 
tive  Valley  Advocate  in  Hatfield.  He  was 
most  recently  president  of  DesertNet,  a 
Web  software  vendor  in  Tucson,  Ariz. 


MediaNews  Group,  Inc. 

has  purchased 

Carlsbad  (NM)  Current-Argus 

(8.200  daily  and  8.500  Sunday  circulation) 
as  part  of  as  trade  with 

Omaha  World-Herald  Company 

We  are  pleased  to  have  represented 
MediaNews  Group.  Inc.,  in  this  transaction. 


D  IRKS,  Van  Essen  &  Murray 
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MICHIGAN 

Roger  Hages  to  retail  advertising  manager 
at  The  Macomb  Daily  Mount  Clemens 
from  advertising  manager  at  the  weekly 
Grasse  Pointe  Neu's  in  Grosse  Pointe  F'arms. 

OHIO 

Roger  Watson  to  president  and  publisher  of 
The  Marietta  Times,  a  daily,  from  editor 
and  general  manager  of  the  weekly  Black 
Mountain  Neics.  Watson  succeeds 

Stephen  B.  Reynolds,  now  president  and 
publisher  Q^The  Times  in  Gaines\ille,  Ga. 

PENNSYLVANIA 
Ernest  J.  Schreiber  to  editor  of  the 
Lancaster  New  Era  from  staff  editor. 
Schreiber  succeeds  Robert  J.  Kozak,  who 
is  retiring  after  14  years  as  editor. 

Peter  C.  Mekeel  to  the  newly  created  posi¬ 
tion  of  managing  editor  from  news  editor. 
Randall  L.  Montgomery  to  news  editor  from 
assistant  news  editor. 

James  A.  Loose  to  assistant  news  editor 
from  count}’  news  editor. 

TEXAS 

Jennifer  Carthel  to  advertising  director  at 
i]\e  Abilene  Reporter-News  from  display 
advertising  manager.  Carthel  succeeds 
Vice  President  of  Sales  and  Marketing 
David  Mercier,  now  president  and  publisher. 

Sholes 

']  to  \dce  president 
^  ^  for  information 

The  Sun  in  Baltimore  from  di¬ 
rector  for  information  systems  at 
Advance  Publications’  papers  in 
Syracuse,  N.Y.:  The  Post-Stan¬ 
dard,  Syracuse  Herald-Journal, 
and  Syracuse  Herald  Amencan. 


OBITUARIES 


J.R.  Wiggins 

96,  Died  Nov.  19 
FORMER  EDITOR  OF  THE  WASHINGTON 
HOST  AND  THE  EUSWORTH  (MAINE) 
AMERICAN 


A  COUNTRY  EDITOR  WHO  IjHK  |  ■ 

ser\’ed  four  months  as  .  JH 

U.S.  ambassador  to  the 
United  Nations  and  78  years 
as  a  champion  of  press  freedom,  James  Russell 
Wiggins  died  Nov.  19. 

At  18,  Russ  Wiggins  began  reporting  for  the 
Rock  County  Star  in  Luverne,  Minn.  At  96,  he 
ended  wTiting  editorials  and  poems  for  The 
Ellsworth  American.  In  between,  he  served  as  edi¬ 
torial  writer,  one-man  Washington  bureau,  and 
managing  editor  at  the  St.  Paul  (Minn.)  Dispatch 
and  Pioneer  Press-,  assistant  to  New  York  Times 
Publisher  Arthur  Hays  Sulzberger;  and  managing 
editor,  executive  editor,  and  editor  and  executive 
vice  president  of  The  Washington  Post.  Titles  aside, 
Wiggins  was  the  same.  He  maintained  his  high 
morals  and  higher  standards;  his  sense  of  humor 
and  chility;  and  that  readers  had  a  right  to  know 
the  facts  and  have  them  presented  w’ithoul  bias. 


Ashton  Wilson 
Lilly 

92,  Died  No\’.  1.5 
FORMER  PRESIDENT  AND  CHAIR 
MAN  OF  THE  FAYETTEVILLE  PUB¬ 
LISHING  CO.  IN  NORTH  CAROLINA 

Lilly  was  primary 
stockholder  of  Fay- 
etteT'ille  Publishing,  own¬ 
er  of  The  Fayetteville 
Ob.sei-ver,  before  ow’ner- 
ship  was  transferred  to 
her  daughter  and  grand¬ 
children.  Lilly  had  been 
connected  with  the  paper 
since  1923,  when  her 
uncle,  William  J. 
McMurray,  purchased 
the  Observer.  Her  father, 
Charles  R.  Wilson,  was 


publisher  until  his  death 
in  1949,  when  Lilly’s  hus¬ 
band,  Richard  M.  Lilly, 
succeeded  him  as  pub¬ 
lisher.  He  died  in  1971. 
An  unassuming  philan¬ 
thropist,  she  often  sent 
anonvmous  contribu¬ 
tions  to  people  about 
w'hose  distress  she  had 
read  in  the  paper. 

Lars-Erik 

Nelson 

59,  Died  Nov.  20 

COLUMNIST  FOR  THE  NEW  YORK 
DAILT  NEWS 

An  independent 
thinker  in  a  partisan 
towTi,  Nelson  died  at  his 


home  in  Washington. 

The  cause  of  death  had 
not  been  determined.  A 
New'  York  native.  Nelson, 
who  held  a  bachelor’s  de¬ 
gree  in  Russian,  worked 
as  a  worldly  newspaper¬ 
man  for  The  Riverdale 
Press  in  New  York,  the 
old  New  York  Herald 
Tribune,  and  The  Record 
in  Hackensack,  N.J.  He 
later  serv'ed  as  a  diplo¬ 
matic  correspondent  for 
Reuters,  specializing  in 
Soviet  and  eastern  Euro¬ 
pean  affairs.  He  joined 
the  Daily  News  in  1979, 
becoming  Washington 
bureau  chief.  After  a  two- 
year  stint  at  Newsday  in 
MeKdlle,  N.Y.,  he  re¬ 
turned  to  the  Daily  News 
in  1995  as  a  Washington 
columnist.  President 
Clinton,  in  a  statement 
eulogizing  him,  praised 
Nelson’s  talent  for  “trans¬ 
lating  complex  stories 
about  our  democracy  for 
the  American  people.” 

Robert  H. 
Shanahan 

75,  Died  Nov.  12 
FORMER  CO-PUBLISHER  OF 
THE  DENVER  POST 

After  joining  the 
Post  as  an  advertising 
salesman  in  1948,  Shana¬ 
han  w'ent  on  to  play  a 
variety’  of  roles  during  his 
38-year  tenure,  such  as 
personnel  director,  adver¬ 
tising  director,  and  busi¬ 
ness  manager.  From  1977 
until  he  retired,  he  served 
as  co-publisher  and 
executive  vice  president. 


Three  newspapermen 
have  been  inducted  into 
the  University  of  Alaba- 
,nia  Communication 
Hall  of  Fame:  H.  Brandt 


Ayers,  editor  and  pub¬ 
lisher  of  The  Aijniston 
Star,  James  B.  Boone 
Jr.,  chairman  of  Boone 
Newspapers  Inc.  in 
Northport;  and  Barrett 
C.  Shelton  Jr.,  publisher 


of  The  Decatur  Daily. 

Two  retired  weekly  pub¬ 
lishers,  both  past  presi¬ 
dents  of  the  South  Dakota 
Newspaper  Association, 
have  been  inducted  into 


the  South  Dakota  News¬ 
paper  Hallof  Fame: 

Jack  Adams,  publisher  of 
the  Sisseton  Courier,  and 
Larry  Ingalls,  publisher  of 
the  Reporter  and  Farmer 
in  Webster. 
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The  Northern  Illinois 
Newspaper  Association 
named  Penny  Falcon,  The 
Beacon  News  in  Aurora, 
winner  of  its  2000  Best 
Clip  Contest.  The  award 
includes  a  $5Q0  prize. 
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EDITORIALS 


New  communications  technology  must  not  be  allowed  to  change 
an  old  rule:  Police  actions  are  subject  to  public  scrutiny 


IF  SOME  POLICE  DEPARTMENTS  HAVE 
their  way,  the  crackle  of  the  cit\’ 
room  police  scanner  —  propelling 
reporters  out  the  door  to  the  scene 
of  a  crime,  fire,  or  serious  accident  —  \vt11 
soon  go  the  way  of  the  clatter  of  the  wire- 
service  Teletvpe  terminal.  WTiat  do  these 
law-enforcement  agencies  have  in  mind 
to  replace  the  squawk  box  that 
allows  the  press  and  public  to  monitor 
law  enforcement?  The  sounds  of  silence. 

Police  departments  around  the  nation 
are  rapidly  moving  from  their  old  radio¬ 
dispatching  systems,  which 
can  be  monitored  with  HI 

inexpensive  scanners  avail-  i 

able  at  any  RadioShack  tCCIin 

store,  to  sophisticated  digi-  S^^^tC 

tal  transmitters.  These  new  .  .  ^ 

systems  cannot  be  moni-  .1 ^  * 

tored  except  by  veiy  expen-  triidi  1 
sive  scanners  —  and  even 
that  equipment  is  useless  11  DCrl 

unless  police  provide  their 
digital  codes.  While  only  a  few  depart¬ 
ments  have  this  new  equipment  up  and 
running,  an  alarming  number  of  them 
are  already  hemming  and  hawing  about 
sharing  the  codes  with  their  local  papers. 

To  see  what  this  might  mean  for  news 
organizations  across  the  countrv’,  just  look 
at  what’s  happening  right  now  at  The 
Gainesville  (Fla.)  Sun.  For  the  past  three 
weeks,  the  paper's  old  scanners,  and  their 
costly  digital  replacements,  have  been 
silent.  Area  law  enforcement  converted  all 
at  once  to  a  digital  system.  City  and  coun¬ 
ty  police  are  willing  to  share  their  codes, 
but  the  University  of  Florida’s  campus 
police  are  balking.  While  the  departments 
sort  the  issue  out,  police  distributed 
beepers  and  promised  to  alert  the  paper’s 


No  mere 

technology 

s\\itch 

justifies 

trading  away 

liberty. 


crime  reporters  to  major  incidents.  It 
surely  will  not  surprise  any  E^P  reader 
who  has  spent  time  covering  cop  shops  — 
where  desk  sergeants  blandly  tell  re¬ 
porters  that  “evervthing’s  quiet”  no  matter 
what  havoc  has  been  loosed  on  the  streets 
—  to  learn  that  as  of  Thanksgiving  the 
beepers  had  not  sounded  a  single  time. 

But  alarms  are  beginning  to  sound  in 
newsrooms  nationwide  as  newspapers 
wake  up  to  the  implications  of  these  new 
systems.  Papers  in  Florida  and  Delaware 
are  mulling  legal  action  to  get  access,  and 
they’ve  got  a  good  argu- 
ment,  says  Reporters 
^  ^  Committee  for  Freedom 

**'0.  of  the  Press  E.\ecutive 

Director  Lucy  Dalglish. 
"Something  that  histori- 
S  cally  has  been  open  to 

^  nWclV  press  and  public 

^  cannot  be  just  arbitrarily 

■  cut  off,"  she  says.  And  in 

this  fight,  at  least,  the 
public  likely  will  back  the  media.  After 
The  Gainesville  Sun  publicized  the 
monitoring  problem,  the  paper  heard 
from  worried  police  buffs  and  scanner 
enthusiasts  across  the  nation. 

Even  citizens  who  have  no  interest  in  sit¬ 
ting  by  a  scanner  listening  for  the  10-18  "ur¬ 
gent”  signal  realize  society's  critical  interest 
in  ensuring  that  news  organizations  have 
the  tools  to  monitor  how  police  and  public- 
safety  forces  are  doing  their  jobs.  In  emer¬ 
gencies,  it  falls  on  the  media  more  than  any 
other  institution  to  get  vital  information  to 
the  public.  And,  for  more  than  200  years, 
Americans  have  refused  to  subject  them¬ 
selves  to  the  dangers  of  secret  and  unac¬ 
countable  law  enforcement.  No  mere  tech- 
nologv’  switch  justifies  trading  away  libertv. 
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Henry  H.  Rossbacher 


’  Neville  L.  Johnson 


TRUTH, 

JUSTICE, 

A  •  and  the 

American 

TORT 

‘E&P’  searches  for  the  most  dangerous  media-plaintiff  lawyers 
in  the  United  States,  reveals  their  latest  tactics,  and 

gets  you  prepared  for  when  they  come  knocking. 
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L.  Lin  Wood 


Thomas  D.  Yannucci 


John  Walsh 


Ious  decade.  Polls  show  that 
public  (read:  jury)  skepticism 
over  the  media’s  power  is  at 
more  than  50%. 

Adding  to  the  tension  is 
that  in  recent  years  judges 
have  given  their  nod  to  a  new 
brand  of  media  lawsuit:  the 
news-gathering  tort,  in  which 
lawyers  seek  to  ferret  out 
misconduct  committed  by  the 
media  in  the  course  of  getting 
information  —  and  for  which 
the  truth  is  no  defense.  It’s  a 
claim  capable  of  torpedoing  a 
newsroom’s  reputation. 

Yet,  in  a  profession  so  rich  with  associa¬ 
tions,  groups,  and  organizations,  there’s  no 
“Media  Plaintiff  Attorneys’  Bar,”  no  media- 
plaintiff  attorney  conventions.  And 
nowhere,  as  one  media-plaintiff  attorney 
quipped,  will  you  discover  a  “Societ\’  for  the 
Preservation  of  Reputations.”  There  isn’t 
even  a  newsletter  or  Web  page. 

Those  who  do  dedicate  a  portion  of  their 
practice  to  taking  swipes  at  the  Fourth 


BY  JIM  MOSCOU 

There’s  always  that  worry. 

It’s  a  rare  publisher  or  editor  who  doesn’t  shudder 
when  envisioning  being  embroiled  in  a  legal 
scenario  the  likes  of  “Chiquita,”  “Food  Lion,” 
“Richard  Jewell,”  “Ride-Alongs,”  “60  Minutes.”  The 
names  resonate  like  those  of  battles  of  yore. 

The  environment  for  clashes  is  riper  than  ever.  Jury  awards  for 
libel  in  the  1990s  doubled  to  half  a  billion  dollars  from  the  previ- 
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Estate  are  so  elusive  and  their  actions  so 
sporadic  that  in  tracking  them  down  for 
this  story,  no  one  person  could  identity 
more  than  just  a  few  lawyers  who  regularly 
file  suits  against  the  press.* 

Of  those  found,  none  makes  a  full-time 
li\ang  of  suing  the  press. 

Still,  their  threats  loom  over  newsrooms 
everywhere.  And,  until  lately,  little  has 
been  known  about  the  attorneys  who  have 
masterminded  these  conquests.  Who  are 
the  guerrilla  strategists  conducting  these 
campaigns?  What  are  the  tactics  they’re 
using?  What  is  there  to  fear?  The  answers 
have  gone  largely  unexposed  —  until  now. 

Collectively,  these  counsels  count  among 
the  most  powerful  legal  foes  facing  the 
press  today.  They  have  deposed  almost 
every  ranking  member  in  nearly  every  type 
of  news  operation,  from  copy  editors  at 
supermarket  tabloids  to  executives 
managing  America’s  most  respected 
journalism  institutions. 

The  following  four  in-depth  profiles 
illustrate  the  most  common  and  modern 
tactics  facing  the  media  in  and  out  of 
the  courtroom.  From  John  Walsh’s 
“prepublication”  pressure  letters,  to  L. 

Lin  Wood’s  sophisticated  legal  and  public- 
relations  offensives,  to  Tom  Yannucci’s 
“post-publication  package,”  these  men 
(there  are  no  women,  yet)  are  playing 
seminal  roles  in  defining  21st-century 
law  —  and  even  newsroom  policy. 

There  are  others  to  watch,  too,  just  as 
creative  and  dangerous  —  some  who  have 
earned  more  stripes  and  survived  on  the 
First  Amendment  battlefield  longer  than 
most.  They  are  noted,  as  well. 

In  the  end,  America’s  leading  media- 
plaintiff  attorneys  do  share  a  trait:  Though 
they’ve  never  met  and  never  shared  strate¬ 
gy,  and  though  they  reside  in  various  cor¬ 
ners  of  the  country,  all  say  they  take  cases 
against  the  media  for  the  same  reason:  The 
press  and  its  modem  ways  often  injure  peo¬ 
ple.  Journalists  go  too  far.  Yes,  some  admit 
they  often  play  the  role  of  modern-day  Hes¬ 
sian  mercenaries  for  disgmntled  corpora- 
j  tions  or  Hollywood  stars.  But  they  say  that 
I ;  suing  the  media  is  a  cause,  a  passion.  Some- 
I  times  it’s  even  fim.  And  making  a  living  do- 
j  I  ing  it,  well,  that’s  not  really  the  point.  0 


^Defining America’s  top  media-plaintiff 
lawyers  was  determined  by  a  straw  poll  of 
about  40  publishers,  editors,  journalists, 
lawyers  (on  both  sides  of  the  media  bar), 
insurance  executives,  institute  directors, 
media  organization  leaders,  and  legal  and 
media  scholars.  Each  was  queried  as  to  who 
they  thought  were  the  best  and  why. 


Teie  Veteran 


He  wrote  the  book  on 

prepublication 


i  John  Walsh,  69 

Carter,  Ledyard  &  Milburn,  New  York 

I  Lkg.m.  training:  Boston  College  Law 
School,  1958 

Highkst  jcrv  .wvard  or  known  set- 
T1.F.MKNT  AG.MNST  THE  MEDIA:  In  an  early 
1990s  case,  Walsh  served  as  an  appellate 
attorney  in  Prozeralik  v.  Capital  Citie.s/ABC. 
He  helped  to  get  afiirmed  an  $ll-million 
judgment,  which  was  ultimately  settled  for 
an  undisclosed  sum. 

Career  higheight:  The 
1979  case  that  put  him  on  the 
map,  Tavoulareas  v.  Washing¬ 
ton  Post  Co.  Walsh  represent¬ 
ed  a  top  Mobil  Oil  executive 
accused  of  shady  dealings.  He 
not  only  hurdled  actual  mal¬ 
ice  (the  executive  was  ruled  a 
public  figure)  but  also 
i  brought  in  a  judgment  of 
more  than  $2  million. 

Legal  SIGNATURE:  The 
Walsh  “prepublication  actual  malice 
letter,”  a  not-so-subtle  threat  of  litigation 
if  a  story  is  published  or  aired. 

The  media’s  Achilles’  heel:  A 
dysfunctional  newsroom  chain  of  com¬ 
mand  and  unprofessional  reporting.  He 
says  he’ll  look  for  internal  memos,  notes, 
scribbles  —  anything  that  potentially 
flames  the  fires  of  actual  malice  or  a  news¬ 
gathering  tort.  He  blames  the  breakdown 
of  a  professional  environment  on  the  meld¬ 
ing  of  news  and  entertainment,  as  well  as 
increased  competition. 

Scouting  report:  There’s  a  story  that 
Jim  O’Shea,  deputy  managing  editor  for 
news  at  the  Chicago  Tribune,  tells  about 
the  paper’s  recent  tangles  with  this  New 
York  attorney.  In  1997,  the  Tribune  was 
wrapping  up  a  yearlong  investigation  into 
America’s  children  charities,  the  nonprofits 


I  that  ask  for  a  monthly  donation  in 
return  of  helping  a  child  in  some 
!  far-off  place.  When  one  charity  came 
;  under  the  scrutiny  of  the  Tribune  — 
j  Children’s  International,  based  in 
I  Kansas  City  —  the  paper  got  a  letter 
j  from  John  Walsh, 
j  “I  must  confess:  It  was  a  master¬ 
piece,”  says  O’Shea,  who  in  a  recent 
[  speech  to  University  of  Colorado 
journalism  students  recounted  some 
of  the  letter’s  contents. 

“Tt  is  almost  breath¬ 
taking  to  observe  from 
my  vantage  point  the 
recklessness  and 
cynicism’”  of  the 
Tribune’s  reporters, 

O’Shea  recalls  reading. 

Walsh  wrote  that  he 
had  never  seen  such 
‘  “disgraceful  journalistic 
behavior.’  ” 

Strong  accusations. 

I  Then,  as  the  paper  started  to  roll  out 
I  its  series,  Walsh’s  letters  got  stronger, 
j  making  their  way  up  the  editorial 
j  ladder,  eventually  reaching  the  CEO 
]  of  the  Tribune  Co.  The  lawyer 
i  demanded  a  retraction  for  “Part  I” 
j  already  on  the  stands,  as  well  as  an 
1  apology.  He  got  the  Tribune's 
I  attention.  Executive  meetings  were 
I  held;  lawyers  were  consulted. 

The  package  continued  to  run,  with 
no  changes  or  lawsuits.  But  in  firing  off 
I  the  letters,  Walsh  not  only  revealed  his 
I  rancorous  style  but  also  employed  relatively 
j  inexpensive  tactics  that  any  editorial  staff 
1  in  America  could  face. 

I  Walsh’s  prepublication  “actual  malice”  let- 
j  ter  is  a  demanding  correspondence  that 
I  fishes  to  get  a  story  killed,  often  on  threats  of 
I  hbel.  It  also  aims  to  put  a  paper  on 


“Ifyou 
haven’t 
gotten  a 
John  Walsh 
letter,  you 
might  not  he 
doing  it  right.” 
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notice  to  save  all  evidence  gathered. 
Optimally,  Walsh  says,  he  hopes  to  save 
proof  of  actual  malice  that  could  turn  up 
during  discovery.  At  the  very  least,  it  gets  the 
management’s  attention  and  can  be 
intimidating.  Lately,  Walsh  has  added 
claims  of  news-gathering  torts  to  his  letters. 

It  is  a  style,  at  heart,  of  brinkmanship. 
One  media-defense  attorney  who  asked  to 
remain  anonymous  says,  “If  you  haven’t 
gotten  a  John  Walsh  letter,  you  might  not 
be  doing  it  right.”  It’s  also  a  tactic  more 
attorneys  and  corporations  are  likely  to 
exploit  as  they’re  put  under  the  media 
microscope. 


Today,  Walsh  handles  about  a  dozen 
media  cases  a  year,  the  most  notable  one 
of  late  being  Food  Lion.  Walsh  was  the 
initial  attorney  for  the  grocery  store  chain’s 
claims  of  news-gathering  torts. 

“He’s  smart  and  farsighted  and  saw  what 
judges  wouldn’t  be  willing  to  tolerate,”  says 
Jane  Kirtley,  a  professor  of  media  ethics 
and  law  at  the  University  of  Minnesota. 
Walsh  dropped  the  Food  Lion  case  soon 
after  taking  it  and  would  not  say  why. 

Tactics  and  perhaps  the  ubiquity  of  his 
letters  aside,  there’s  also  nearly  unanimous 
respect  for  Walsh.  Chad  Milton,  senior  vice 
president  of  Media/Professional  Insurance, 


!  executive  director  of  the  Libel  Defense 
Resource  Center.  “He  knows  the  law,  and 
they’re  willing  to  meet  with  John.” 

Meeting  Walsh  means  getting  a  hefty 
!  dose  of  his  client’s  case  and  what  happens 
I  if  they  get  it  wrong.  The  results,  Walsh 
says,  generally  are  tempered  reports. 
“That’s  often  the  best  you  can  do,” 

Walsh  says. 

His  finesse  is  a  flaw  to  some,  however. 

^  “Sometimes  he  might  not  be  aggressive 
enough  or  nasty  enough”  in  today’s  envi¬ 
ronment,  says  one  media  industry  execu¬ 
tive,  who  asked  to  remain  anonymous, 
i  “He’s  willing  to  say  to  his  client,  ‘This  case 


John  Walsh  says  “dysfunctional  newsrooms”  are  the  Achilles’  heel  of  newspapers  in  legal  cases.  He’s  the  master  of  successful  brinkmanship. 


There  was  hardly  a  person  queried  for  this 
package  who  didn’t  name  John  Walsh  as  one 
of  the  nation’s  top  media-plaintiff’  attorneys, 

3  even  though  he  has  not  won  a  major  media 
2  case  since  the  early  1990s.  In  fact,  in  a  legal 
^  niche  with  little  organization  or  interaction 
s  amongst  its  practitioners,  almost  everyone 
2  knew  or  had  heard  of  Walsh. 


the  nation’s  largest  media  insurer,  calls  him 
a  “good  guy.”  One  media  scholar  says  he’s 
:  “an  extremely  ethical  litigator.”  And  several 
called  him  “a  gentleman.” 

What’s  unique  about  Walsh  is  the 
respect  he  garners  with  a  simple  phone 
call.  “Defense  counsels  take  his  missives 
'  very  seriously,”  says  Sandra  Baron, 


isn’t  worth  pursuing,’  while  others  don’t 
say  that.” 

Hardly  a  vulnerability,  but  many  clients 
today  —  particularly  corporations  —  are 
demanding  redemption  from  bad  press  at 
any  cost.  Though  Walsh  is,  first  and 
foremost,  a  hired  gun,  his  complaints 
are  often  worth  a  second  listen.  11 
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matter  how  you  clean  them  up  for  a  trial.” 

ScorriNc;  rkpokt:  At  first  glance,  it’s 
an  irony  that’ll  give  anyone  pause  when 
reviewing  Wood’s  work:  Sitting  on  the 
attorney’s  bookshelves  in  his  downtown 
Atlanta  office,  on  the  publisher’s  page  of 
the  book,  “People  of  the  20th  Century,”  a 
note  is  scribbled  to  Wood  by  its  co-author, 
CBS  anchorman  Dan  Rather: 

“For  L.  Lin  Wood, 

“Drfender  ofThe  People’s  rights,  attorney for 
the  damned,  whose  work  and 
k  the  wisdom  at  the  bar  I  admire. 
j  fo  r  Rather  1999 ” 

-  Now,  the  ostensible  flip:  It’s 

ined”  in  Wood’s  back  yard  in  subur¬ 
ban  Atlanta.  There,  along  the 
c  back  fence  of  his  quarter-acre 

)e  3  is  a  10-foot-wide,  12- 

,  foot-high,  90-foot-long  box, 

1 3  Ke .  covered  by  nylon  netting  and 

casting  a  shadow  in  the 
nether  light  of  dusk.  “That,”  Lin  Wood  says, 
“is  my  Tom  Brokaw  Batting  Cage.” 

And  probably  the  only  one  in  America. 
Wood,  an  avid  ballplayer,  bought  it  after  he 
settled  the  lawsuit  against  the  NBC  anchor 
on  behalf  of  Jewell. 

Today,  there’s  arguably  no  media- 
plaintiff  attorney  in  America  quite  like 
Wood.  In  the  short  four  years  he  has 
tangled  with  the  press.  Wood  has  carved 
out  a  national  reputation  as  a  lawyer  who 


L.  Lin  Wood,  48 
Wood  &  Grant,  Atlanta 


l.KtJAi.  TRAiMM.;  Walter  F.  George 
School  of  Law,  Mercer  University,  Ga. 

UlGHKST  .U  RY  AWARD  OR  KNOWN  ,SL'l  - 
TLF.MENT  ACiAINST  THI,  .MKDIA  A  reported 
$500,000  settlement  with  NBC  and  Tom 
Brokaw  for  the  anchor’s  comments  during 
the  Richard  Jewell  case. 

Cari  i  r  HUini  u.m  Taking  Jewell’s  rep¬ 
utation  from  “the  1996 
Olympic  bomber”  to  “the  man  X()  til il 
who  didn’t  do  it.”  In  its  wake,  a  1 1,.,. 
slew  of  libel-lawsuit  anOF 

settlements  led  the  media  to  the  d3 
do  some  soul  searching.  *11  F. 

Lkgai  SION  \n  Ri  Ameri-  " 
ca’s  “attorney  for  the  damned.”  WOll  i  d 
Also,  extremely  well-orches-  ,  .  _ 
trated  public  relations  in  the 
midst  of  seeming  madness 
that  actually  helps  to  build  his  client’s  libel 
case  and  restore  a  reputation. 

iHi.  MKDIA  ''  .-U'HIl M  s’  HI.1.1  .  “The 
defense  prepares  their  witnesses  more 
for  a  summary  judgment  than  for  trial. 
You’ll  have  a  witness  coming  in  [for  a 
deposition]  incredibly  arrogant,  claiming 
to  remember  little  or  nothing.  And,  while 
that  strategy  is  designed  for  winning  a 
summary  judgment,  what  you  get  after 
that  is  a  witness  who  looks  pretty  foolish  no 


represents  those  so  seemingly  guilty  and 
evil  that  no  other  attorney  would  accept 
them  as  clients.  Where  the  world  sees  a 
lone  bomber.  Wood  sees  a  victim  of  an 
overzealous,  unprofessional  media  —  then 
uses  that  media  to  “win”  his  case.  Mean¬ 
while,  in  the  seeming  cacophony  of  the 
client’s  story.  Wood  strategizes,  patiently 
plotting  three  steps  ahead  and  using  public 
appearances  to  his  tactical  advantage. 

Take  the  handling  of  his  two  biggest 
clients.  “How  do  you  remember  Richard 
Jewell?”  Wood  asks.  “As  the  unemployed 
police  officer  still  living  with  his  mom  and 
[who]  probably  didn’t  plant  the  bomb  at 
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the  1996  Atlanta  Olympics?  Or  a  security  more  expensive  legal  fight.  But  the  letter 
guard  who  spotted  that  bomb,  averting  an  also  provided  public  vindication  for  his 
Olympic  bloodbath?”  It’s  a  provocative  client.  Wood  nudged  Jewell’s  reputation  to 

question,  quintessentially  Wood  in  hopes  center.  And  his  work  still  resonates  in 
it’ll  summon  sympathy  for  Jewell.  He  was,  newsrooms  when  any  private  figure  gets 
after  all,  the  hero.  But  the  question  itself  caught  up  in  the  fervor  around  a  breaking 

reveals  something  else:  If  it  weren’t  for  story:  “Don’t  Richard  Jewell  that  person.” 

Wood,  Jewell  today  wouldn’t  even  be  “the  Today,  though.  Wood  may  be  facing  his 

guy  who  didn’t  do  it.”  He’d  likely  still  be  biggest  challenge  yet:  John  and  Patsy  Ram- 
“that  guy.”  (Jewell  today  lives  with  his  sey,  parents  of  the  slain  JonBenet. 

girlfriend).  Wood  accomplished  his  goal  by  “What  we’ve  heard  is  that  he  was  just 
„  demanding  a  U.S.  Justice  Department  really  tough,”  says  John  Ramsey.  “That  he’s 

<  letter  clearing  his  client.  Then  the  a  real  warrior. ...” 

g  settlements  started  to  roll  in,  de  facto  “Yeah.  He’s  not  afraid.  He’s  not  afraid,” 


Back-yard  ballplayer  and  smooth 
talker  L.  Lin  Wood  has  used  carefully 
plotted  PR  strategies  to  help  win  a 
slew  of  libel-suit  settlements.  He’s 
currently  on  the  case  of  the  Atlanta 
Journal-Constitution. 

I  “...And  we  wanted  a  tough  guy  because 
I  it  was  going  to  be  a  fight,”  says  John. 

I  And  the  fight  is  on.  Wood  already  has 
I  filed  more  than  $80  million  worth  of  libel 
lawsuits  against  the  media  for  Burke,  the 
young  Ramsey  son  so  often  falsely  depicted 
as  killing  his  sister,  with  defendants 
including  the  New  York  Post).  And  Wood 
plans  lawsuits  on  behalf  of  the  Ramsey 
!  parents  in  the  months  to  come, 
j  But  to  watch  Wood’s  real  skills,  track 
i  what  he’s  doing  for  John  and  Patsy.  Last 
i  May,  in  a  high-profile  press  conference,  he 
i  revealed  the  Ramseys  took  lie-detector 
tests  administered  by  the  best  jKjlygraph 
experts  in  the  country  and  passed.  Then, 
in  August,  he  arranged  an  “interview” 
between  Boulder,  Colo.,  police  and 
JonBenet’s  parents  in  Atlanta.  In  four 
months.  Wood  unraveled  what  Ramsey 
j  criminal-defense  attorneys  took  more  than 
j  three  years  to  build:  keeping  their  clients 
I  from  any  slipper}'  slopes.  While  Wood  says 
he  advised  his  clients  not  to  talk  to  police, 
he  spun  a  method  from  the  madness  by 
demanding  the  police  absolve  his  clients. 

I  No  such  thing  happened,  but  Wood  got  the 
i  press  to  toss  this  thought  into  Page  One 
I  and  prime-time  waters. 

'  Wood,  who  operates  alone  from  his 
j  boutique  firm,  believes  the  media  have 
;  grown  out  of  control.  “Too  much  power,”  he 
i  says.  “We’re  not  talking  about  mom-and- 
!  pop  newspapers  and  individually  owned 
i  TV  stations  anymore.  We’re  talking  about 
!  billion-dollar,  multinational 
!  conglomerations  with  the  law  on  their 
I  side.”  As  a  result.  Wood  thinks  the  “public 
figure”  legal  standard  needs  to  be  revisited 
and  redefined  for  the  Jewells  —  and,  he 
says,  the  Ramseys  —  of  the  news. 

Wood  is  a  smooth  talker  who  can  mount 
a  streamside  sermon  better  than  the  most 
veteran  of  preachers.  He  knows  one  mode 
when  litigating:  attack.  He  makes  enemies 
with  glee,  and  has  proven  his  staying  power 
in  libel  fights.  Jewell’s  case  against  the 
Atlanta  Journal-Constitution  (the  only  pa- 
I  pers  that  didn’t  settle)  is  still  being  litigated. 

Critics  say  Wood  has  yet  to  be  tested  in 
trial  under  the  rules  of  libel  engagement. 
Tnie,  he  hasn’t.  But  in  a  time  when  more 
people  are  coming  under  the  media’s 
microscope  than  ever  before,  to  think  the 
“attorney  for  the  damned”  will  fade  away 


payoffs  by  media  corporations  facing  a 


adds  Patsy  Ramsey. 


would  be  a  big  mistake. 
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Demolition  Man 


A  master  of 
imposing 
post-publication 
settlement 
terms,  Tom 
Yannucci 
forced  an 
on-air  apology 
by  “Dateline” 
for  rigging 
pickup  trucks 
to  explode, 
and  he  kept 
“60  Minutes" 
from  airing 
accusations 
leveled  by  a 
tobacco  industry 
whistle-blower 
when  they  were 
first  made. 


Thomas  D.  Yannucci,  50 

Kirkland  &  Ellis,  Washington 


Gannett  Co.  Inc.,  owner  oi'The  Cincinnati 
Enquirer,  on  behalf  of  the  big  banana 
conglomerate,  Chiquita  Brands 
International  Inc. 

Career  highlight:  Tough  call.  There’s 
Chiquita.  But  Yannucci  also  orchestrated 
the  1993  on-air  “Dateline”  apology  to 
General  Motors  Corp.  after  the  NBC 
program  rigged  GM  pickup  trucks  to 
explode.  And,  perhaps  most  notably,  he  was 
behind  the  “60  Minutes”  tobacco  debacle. 

Legal  signature:  The  “post-publica¬ 


tion  package.”  An  expensive  tactic  that  is 
sure  to  be  replicated  by  corporations  in  the 
years  to  come.  The  idea  is  to  mitigate  the 
impact  of  a  damning  story  by  an  in-depth, 
point-by-point,  high-profile  campaign 
debunking  the  accusations.  It’s  also 
designed  to  prevent  any  industry  awards. 

The  media’s  Achilles’  heel:  The  jury 
box,  Yannucci  says.  “If  you  take  it  to  the 
jury,  the  ordinary  citizen  begins  [the  trial] 
thinking  the  press  is  unfair.” 

Scouting  report:  There  is  perhaps  no 


Legal  training:  University  of  Notre 
Dame,  1976 

Highest  jury  award  or  know'n  set¬ 
tlement  .YGAiNST  THE  MEDIA:  In  June 
1998,  Yannucci  exacted  one  of  the  most 
embarrassing  and  expensive  settlements 
against  any  major  American  newspaper. 
He  collected  a  reported  $18  million,  plus 
an  above-the-fold,  “lA”  apology,  from 
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single  attorney  in  recent  memory  that  has 
scarred  the  American  media’s  psyche  more 
than  Yannucci.  It  is  not  the  ubiquity  of  his 
litigation  against  the  press  —  he  spends 
only  about  a  quarter  of  his  time  on  media 
plaintiff  clients,  with  few  ever  coming  to 
public  light  —  but  the 
victories  he  has  scored 
and  how  he  scored 
them.  The  results  have 
carved  for  Yannucci 
and  his  firm,  Kirkland 
&  Ellis,  a  reputation  as 
probably  the  top  media- 
plaintiff’s  firm  in  the 
country  for  corporations  looking  to  fight 
the  press. 

At  the  heart  of  Yannucci’s  success  is  the 
realization  that  money  doesn’t  matter. 
“Most  large  companies  are  not  trying  to 
m^lke  money  off  a  libel  suit,”  he  says.  His 
clients  want  public-relations  control  and, 
if  it’s  too  late,  some  redemption  from 
critical  reports. 

Yannucci  begin",  his  work  with  the 
presumption  that  the  news-gathering 
process  can  be  shoddy  and  vulnerable. 

Back  in  1993,  he  helped  to  reveal 
“Dateline”  rigged  GM  pickup  trucks  to 
explode  on  side  impacts,  then  forced  the 
first  prime-time  retraction  by  a  major  news 
network  for  disingenuous  news  gathering. 
A  few  years  later,  Yannucci  orchestrated  a 
prepublication  campaign  when  he  kept 
CBS’  “60  Minutes”  from  airing  Jeffrey 
Wigand’s  accusations.  Granted,  it  was 
nothing  more  than  a  for-hire.  First 
Amendment  hit.  But  Yannucci  brought  one 
of  America’s  stalwart  broadcase  journalism 
shops  to  its  knees  —  and  on  a  claim  of 
“tortious  interference,”  a  charge  hardly  ever 
threatened  or  heard  of  before.  And  then 
there’s  Chiquita.  Yannucci  was  hired  early 
on  when  the  banana  company  first  got 
word  of  Michael  Gallagher’s  investigation. 
Early  on,  he  became  suspicious  of  the 
reporter  and  kept  an  eye  on  him,  Yannucci 
says.  A  few  weeks  before  publication,  he 
caught  Gallagher  hacking  into  Chiquita’s 
voice-mail  system. 

The  three  cases  equate  to  a  legal  hat 
trick  few,  if  any,  in  the  media  plaintiff’s  bar 
have  scored.  “All  these  guys  are  not  sissies,” 
Sandra  Baron,  executive  director  of  the 
Libel  Defense  Resource  Center,  says  of  the 
news  organizations  that  have  tangled  with 
Yannucci.  “[They  all]  had  public  stories 
that  they  backed  away  from  in  a  big  and 
public  way.” 

Yannucci’s  reputation  is  that  of  a  savvy, 
behind-the-scenes  strategist.  He  has  yet  to 
take  a  media  trial  to  a  jury.  He  also 


,  operates  at  a  lower  professional  key  than 
I  some  of  his  colleagues.  Instead  of  opting 
!  for  an  elaborate  press  conference,  Yannucci 
I  may  woo  a  competing  publication  to  refute 
i  a  story  on  his  client.  Or,  “there  might  be  a 
'  journalist  who  doesn’t  like  the  journalist 


who  did  the  [original]  story,”  he  says.  The 
idea  is  to  stem  “bad  press,”  a  philosophy 
epitomized  in  his  latest  tactic:  the  post¬ 
publication  package,  as  endured  by  The 
Blade  in  Toledo,  Ohio. 

Yannucci  represents  Brush  Wellman 
Inc.,  an  Ohio  company  that  manufactures 
beryllium,  a  metal  that  leaves  a  toxic  dust 
when  cut,  but  critical  for  the  construction 
of  nuclear  weapons.  The  Blade’s  investiga¬ 
tive  reporter,  Sam  Roe,  exposed  that  for 
decades  workers  at  Brush  and  around  the 
country  were  becoming  deathly  ill  from 
beryllium  and  alleged  the  company,  along 


IT’S  A  CONSTITUTIONAL  BATTLE  THAT’S 

far  from  over:  the  right  to  privacy 
versus  the  freedom  of  the  press.  i 

In  the  past  year,  some  of  the  nation’s 
;  highest  courts  have  signaled  that  the  press 
j  is  going  too  far,  leaving  any  journalist  who 
:  is  gathering  news  staring  at  a  blurry  line  of 
I  law  and  legalese.  For  some  clarity,  look  no  j 
I  further  than  the  w'ork  of  Neville  Johnson,  I 
!  Henry  Rossbacher,  and  Antony  Stuart.  The  j 
j  three  are  at  the  epicenter  of  privacy  versus  j 
j  the  press  litigation.  And  from  the  U.S.  , 
,  Supreme  Court  down,  justices  and  juries 
\  are  buying  their  arguments.  | 

i  Meanwhile,  “The  Three  Kings  of  Priva- 
!  cy”  are  just  getting  started  —  they  are  all  | 


I  with  the  federal  government,  covered  it  up. 

Brush  never  sued  Roe.  But  in  response 
i  to  The  Blade's  1999  “Deadly  Alliance” 
j  series,  Yannucci  orchestrated  a  185-page 
i  company  response  that  was  sent  to  award 
i  committees  for  the  Investigative  Reporters 
and  Editors,  the  National 
Press  Club,  and  the  Pulitzer 
Prizes.  It  is  a  breathtakingly 
exhaustive  shot  to  undermine 
the  paper’s  accusations  —  and 
to  keep  “Deadly  Alliance” 
from  gamering  any  laurels. 
(It’s  online,  too:  http://www 
.befacts.com).  A  year  later. 

The  Blade’s  series  has  more  than  weathered 
Yannucci’s  dissection.  The  federal 
I  government  conceded  its  responsibility 
I  (two  congressional  investigations  are 
!  under  way).  And  Roe  was  a  mnner-up  for 
;  the  Pulitzer  Prize  for  investigative 
journalism.  Yannucci  explains  the  report’s 
purpose  is  “not  to  hound  people,  but  to 
correct  the  record.”  Maybe  so.  But  it  also 
is  a  likely  foreshadow;  With  Yannucci’s 
success,  his  style  is  sure  to  be  emulated, 
regularly  putting  news  investigations  — 
particularly  those  into  corporations  — 
under  an  unprecedented  level  of  scrutiny.  1) 


friends,  live  in  Los  Angeles,  and  unani¬ 
mously  agree  rolling  back  an  overzealous, 
egregious  press  is  a  personal  project. 

Neville  L.  Johnson,  51 

Johnson  &  Rishwain  LLR  Los  Angeles 


Legal  training;  Southwestern  Univer¬ 
sity  School  of  Law,  Los  Angeles,  1975 
HiGHE.ST  jury  AWARD  OR  KNOW-N  SET¬ 
TLEMENT  .YG.AIN.ST  THE  .MEDI.Y;  A  COUrt- 
ordered  settlement  of  $933,992.56  against 
ABC.  You’ll  find  the  check  scanned  and 
posted  on  his  Web  site:  (http://www 
.jandrlaw.com). 

Career  highlight;  No  question,  it’s 


Yannucci’s  reputation  is  that  of  a  savvy, 
behind-the-scenes  strategist.  He  has  yet 
to  take  a  media  trial  to  a  jury.  He  also 
operates  at  a  lower  professional  key 
than  some  of  his  colleagues. 


on  how  far  is  too  far 
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Sanders  v.  ABC.  Last  February,  the 
California  Supreme  Court  ruled  that 
regardless  of  the  story’s  veracity,  when  ABC 
brought  a  hidden  camera  into  the  work¬ 
place  of  a  telepsychic  firm,  it  went  too  far. 

I.i:gai.  .si<;N,vruKL;  In-your-face 
depositions. 

'I'hk  medi.Vs  Aciiit.lks'  ueei.;  “There’s  a 
lot  of  lip  service  given  to  ethics,  but  no 
guidelines  with  teeth,”  Johnson  says.  Also 
on  his  list:  a  lack  of  checks  and  balances  to 
measure  fairness;  undercover  journalism 


fond  of  calling  Diane  Sawyer  The  No.  1  In- 
;  vader  of  Privacy  in  America.’”  says  Nathan 
Seagel,  an  attorney  for  ABC.  Take  a  look  at 
Johnson’s  Web  site.  While  most  firms 
I  might  aim  to  incorporate  a  bit  of  subtlety 
i  into  their  success,  Johnson  posts  it  in  your 
face.  Articles  and  quotes  about  himself,  his 
!  firm,  and  his  work  in  privacy  law  are  linked 
from  USA  Today,  the  Los  Angeles  Daily 
News,  and  the  Los  Angeles  Lawyer  —  all 
i  below  a  banner  headline  touting  “$4.3 
'  Million  in  Settlements  4th  Qtr.  ’99.” 


First  Amendment  attorneys  who  have 
scrapped  with  Johnson  liken  him  to  Jekyll 
and  Hyde.  “He’s  nice  and  pleasant  one 
minute,  and  all  of  a  sudden  he  turns  on  you 
and  becomes  very  loud,  screaming  at  peo¬ 
ple,”  says  one  counsel  who  asked  to  remain 
anonymous.  Defense  attorneys  are  often 
left  wondering  whether  Johnson  is  aiming 
to  uncover  actual  evidence,  make  a  stump 
speech,  or  just  get  under  the  skin  of  his 
opponent.  “Simply  answer  yes  or  no,”  is 
how  to  defuse  Johnson,  another  attorney 


Acting  as  traffic  cops  at  the  intersection  of  press  freedom  and  privacy  rights  are  (from  left)  Neville  L.  Johnson,  Henry  H.  Rossbacher,  and  Antony  Stuart. 


(“ends-justily-the-means  journalism 
doesn’t  work.  It’s  a  moral  quandary”);  the 
demand  for  “entertainment-value  journal¬ 
ism;”  and  insufficiently  trained  journalists. 

ScoL  TING  Ri;i*t)R  1 .  When  Johnson  de¬ 
scribes  how  it’s  his  personal  mission  to 
scale  back  an  egregious,  for-profit  media, 
he  yells  it  at  you.  No  doubt,  there’s  a  mix  of 
HolKAvood  flamboyance  and  street-fight¬ 
ing  passion  to  this  attorney,  who’s  a  former 
journalist  and  recent  author  himself.  “He’s 


In  what  could  be  a  first,  several  clicks  on 
the  site  will  lead  you  to  the  scanned  check 
for  nearly  $1  million  made  payable  to  Mark 
Sanders,  in  care  of  Neville  L.  Johnson, 
from  the  settlement  with  ABC.  Sanders 
sued  the  network  for  airing  comments  he 
made  while  being  taped  on  a  hidden 
camera  during  an  expose  on  the  telepsychic 
industry.  Johnson’s  case  has  cast  serious 
doubts  over  hidden  cameras  and 
undercover  journalism  as  a  whole. 


says.  “He’ll  move  on.” 

Maybe  from  that  question,  but  Johnson 
is  undeniably  committed  to  his  cause  — 
and  the  courts  are  starting  to  back  him  up. 

Henry  H.  Rossbacher,  57 

Rossbacher  &  Associates,  Los  Angeles 


Llg.m  tr-xining  University  of  Virginia  > 
Law  School,  1968  I 

HiGIU-..ST  .Jl'RV  .\WAR1>  OR  K.NOW.V  SET-  z 
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TI.KMENT  AGAINST  THK  MEDIA:  Unknown 
—  and  he  won’t  discuss  it. 

C.\KEKR  iiiGHi.iGHT:  The  CNN 
ride-along  case.  It  went  to  the  U.S. 

Supreme  Court  and  sent  minor  shock 
waves  through  First  Amendment  circles. 

Leg.\l  SIGNATURE:  Attacking  media 
ride-alongs.  In  two  high-court  cases, 
justices  agreed  with  Rossbacher  that  a 
journalist’s  tagging  along  with  authorities 
could  violate  an  individual’s  rights. 

The  medi.Vs  Achiei.es'  heei  :  “The 
media  is  unrestrained  in  its  code  of 
conduct,  or  code  of  ethics.  That’s 
w  hat’s  sparking  today’s  lawsuits.” 

Scou  ting  repor  i  :  When  federal 
agents  stormed  a  Montana  ranch  in 
1993  wired  with  hidden  cameras  and 
microphones  owned  by  the  Cable 
News  Netw'ork,  it  seemed  like  an 
open-and-shut  storv'.  CNN  staffers 
were  working  on  a  environmental 
package  dubbed  “Ring  of  Death”  and 
aimed  to  capture  on  tape  the  serving 
of  a  search  warrant  on  a  suspect  in 
the  killing  of  a  bald  eagle.  They 
struck  a  deal  —  in  the  form  of  a  writ¬ 
ten  contract  —  with  the  federal  Fish 
and  Wildlife  Service  and  hit 
“Record”  on  their  cameras.  The  raid 
produced  little  evidence  of 
wrongdoing.  And  the  unsuspecting 
71-year-old  man  and  his  81-year-old 
wife  shown  on  camera  were  later 
absolved  of  any  felony  charges.  The 
incident,  however  was  aired  no 
fewer  than  10  times  on  CNN, 
with  the  couple  visibly  shaken  by 
the  raid. 

As  a  result,  they  hired  Rossbacher, 
who  three  years  earlier  had  w  on  a 
case  involving  a  nearly  identical 
charge  (reaching  the  U.S.  Court  of 
Appeals,  a  notch  down  from  the 
Supreme  Court).  In  this  case,  it 
was  alleged  that  CBS  had  violated 
a  Brooklyn  family’s  Fourth 
Amendment  rights  when  it  entered 
their  home  following  cops  serving  a 
warrant  (Ayeni  v.  CBS). 

In  the  CNN  case,  Rossbacher  sued 
the  network  for  the  same  violation,  as  well 
as  under  the  federal  Electronic  Privacy  Act. 

In  Rossbacher’s  petition  to  the  court,  he 
charged  that  CNN  was  a  part  of  an  illegal 
wiretapping  scheme  born  from  “a  news- 
gathering  subculture  formed  by  an  alliance 
between  the  media  and  the  government, 
which  brandish  the  First  and  Fourth 
amendments  as  swords,  slashing  away  at 
individual  rights,  to  jointly  create  realitv  - 
based  law'-enforcement  entertainment.” 


It  all  Started  with  Louis  BrandciS 


IT  MAY  FEEL  LIKE  A  RIGHT,  BUT  YOU 
won’t  find  the  word  “privacy”  any¬ 
where  in  the  U.S.  Constitution. 

In  fact,  the  notion  that  anyone  has  a 
right  to  privacy  wasn’t  seriously  dwelled 
upon  until  1890,  when  U.S.  Supreme 
Court  Justice  Louis  Brandeis  (then  only 
a  young  lawyer  in  Boston)  and  his 
partner,  Samuel  Warren,  published  a 
Harvard  Law  Review  article 
entitled  “The  Right  to  Privacy.” 

The  article  has  become 
nothing  short  of  a  legal 
monument  in  American  law. 

In  about  7,000  words,  the 
pair  laid  out  the  argument 
that  people  just  may  have 
the  right  “to  be  left  alone.” 

At  the  time,  it  w^as  an  idea 
with  little  legal  weight  or 
precedence.  Yet  “The  Right  to 
Privacy”  made  a  splash  like  a  rock 
thrown  into  a  still  pond,  its 
ripples  spreading  to  open  an 
entirely  new  genre  of  law  for 
the  next  100  years.  And,  in  an  ironic 
twist,  only  recently  has  its  waves  come  to 
lap  against  the  newsroom  door. 

Privacy  rights  and  vvTongs:  Twenty- 
six  years  after  the  article’s  publication, 
Brandeis  was  appointed  to  the  Supreme 
Court.  And  in  1928  he  infused  his  privacy 
ideology  in  a  renowned  dissent  in  a  case 
questioning  whether  the  government 
trespassed  by  intercepting  the  telephone 
calls  of  a  man  suspected  of  smuggling 
liquor  (Olmstead  v.  United  States). 

Privacy  rights  as  proposed  in  the 
Harvard  Law  Review  article  finally 
became  a  majoritv’  opinion  in  June  1965 
when  the  Supreme  Court  produced  what 
some  say  is  a  constitutional  privacy- 
rights  doctrine.  In  the  case  —  Griswold  v. 
Connecticut  —  the  high  court  was  asked 
to  determine  whether  or  not  states  had 
the  right  to  make  birth  control  illegal. 
The  court  ruled  the  decision  to  be  a 


private  matter  between  husband  and  wife. 

Meanwhile,  states  continued  to  codify 
the  right  to  privacy  (even  today,  not  all 
states  recognize  the  right),  and  courts 
continued  to  define  privacy  rights  in 
issues  ranging  from  banking  to  baby¬ 
making  (Roe  V.  Wade,  for  example,  was  a 
question  of  a  woman’s  right  to  privacy). 

Still,  more  than  a  centurv’  later,  few 
high-court  cases  have  addressed  the 
real  motivation  and  concerns 
Brandeis  and  Warren 
expressed  in  their  article.  And 
it’s  a  foreboding  account. 

At  the  time,  the  two  say 
they  were  witnessing  an 
overzealous  press  that  need¬ 
ed  to  be  legally  addressed: 
“Recent  inventions  and 
business  methods  call 
attention  to  the  ne.xt  step,  which 
must  be  taken  for  the 

protection  of  the  person,” 
they  wTote.  “  ...  Instantaneous 
photographs  and  newspaper 
enterprise  have  invaded  the  sacred 
precincts  of  private  and  domestic  life, 
and  numerous  mechanical  devices 
threaten  to  make  good  the  prediction 
that  ‘what  is  w'hispered  in  the  closet  shall 
be  proclaimed  from  the  housetops.’” 

The  tw  o  go  on  to  argue  that  “the  press 
is  overstepping  in  everv'  direction  the 
obvious  bounds  of  propriefy'  and  of 
decency.”  And,  as  a  result,  people  are 
being  subjected  ...  “to  mental  pain  and 
distress  far  greater  than  could  be  inflicted 
by  mere  bodily  injurv.”  Absence  of  malice 
—  and  truth  —  in  publishing  should  not 
be  defenses  for  an  invading  press,  they 
added.  And,  in  fact,  they  have  been  ruled 
right.  Those  verv'  same  arguments  were 
made  by  media-defense  lawy  ers  in  recent 
privacy  versus  the  press  cases  in  the 
California  and  U.S.  Supreme  Courts  (see 
“Three  Kings”  p.  25)  —  and  were  rejected 
by  both  courts.  —  Jim  Moscou 


Young  Louis  Brandeis 
and  partner  defined 
the  right  to  privacy. 


It’s  a  flashy  argument,  but  reflective  of 
Rossbacher’s  reputation  as  a  creative, 
skillful  counsel.  The  Supreme  Court  agreed 
(along  with  a  similar  case  brought  against 
The  Washington  Post),  making  it  all  but 
illegal  for  a  journalist  to  enter  a  home  with 
police  serving  a  warrant. 


Rossbacher  has  almost  single-handedly 
cast  legal  perils  into  the  media  “ride- 
along,”  a  longstanding  tool  used  to 
monitor  law  enforcement.  Although 
Rossbacher  has  had  little  experience 
with  First  Amendment  law  —  he 
proclaims  he’s  not  a  media-plaintiff 
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la^^'yer  —  he’s  skilled  in  dealing  with 
corporations  as  a  former  assistant  U.S. 
attorney  who  prosecuted  white-collar 
crime  and  fraud.  It’s  also  that  experience 
that  made  him  question  the  roles  of 
government  and  media  working  so  closely, 
side  by  side.  The  media  should  be  the 
check  on  government,  he  says.  And  it  may 
mean  revisiting  old  precedents.  ‘The 
Supreme  Court  decided  that  TheNeie  York 
Times  had  no  idea  what  the  producers  of 
‘Cops’  would  be  up  to,”  Rossbacher  says. 

As  for  the  ride-alongs,  the  court’s 
decision  also  clears  the  way  for  lawsuits  on 
trespassing  and  invasion  of  privacy,  some 
of  which  are  still  being  litigated.  And,  as 
for  the  lawyer  behind  it  all,  Rossbacher  has 
undoubtedly  nudged  the  law  in  a  new 
direction  —  giving  editors  and  producers 
reasons  for  pause  when  letting  one  of  their 
reporters  tag  along  with  law  enforcement. 

Antony  Stuart,  47 

Stuart  Law  Firm,  Los  Angeles 

1  K.4[xiN<;;  Loyola  University'  of 
Los  Angeles,  1979 

[Ii(;m:sr  .luav  .\waki)  ok  known  skt- 
ri.i.MKM  A<;.viNST  THi:  MKi)i.\:  Undis¬ 
closed. 

Cakm  k  iiiGiit.iciHi.  Ruth  Shulmanv. 
Group  W  Productions  Inc.  It’s  a  California 
case  that  will  make  any  journalist  rethink 
whether  or  not  something  is  newsworthy. 


Lkgai.  SuiN.vruKi.:  Privacy  lawsuits 
based  on  excessive  media  intrusion. 

Tui,  Mi-  ni.y.s  .\cHii.LF.s'  “I  look 
at  the  media  like  a  product-defect  case. 
These  are  large  corporations  that  tend 
to  be  arrogant,  above  the  law  and  can’t 
be  wTong.” 

Scouting  rkpok  i  :  On  June  24, 1990, 
Ruth  and  Waj'ne  Shulman’s  lives  were 
about  to  change  in  a  very  public  way.  As 
the  mother  and  son  were  driving  home  in 
Riverside,  Calif.,  their  car  slipped  oIF  the 
road,  into  an  embankment,  trapping  the 
two.  By  the  time  they  were  taken  by  a 
rescue  helicopter  to  a  nearby  hospital,  a 
cable  TV  documentary  show,  ‘‘On  Scene: 
Emergency  Response,”  had  recorded 
much  of  the  tragedy. 

Months  later,  as  Ruth  Shulman  was 
recovering  from  wounds  that  left  her  a 
paraplegic,  she  saw  her  accident  come  to 
life  again  on  TV.  Neither  Ruth  nor 
Wayne  ever  consented  to  the  filming  or 
the  broadcast.  They  sued,  hiring  Antony 
Stuart  —  and  by  the  time  Stuart  was 
done,  he  may  have  redrawn  the  line  on 
news  gathering. 

The  complaint  included  two  claims  of 
invasion  of  privacy  —  one  for  unlawful 
intrusion,  the  other  for  public  disclosure  of 
private  facts.  In  June  1998,  the  California 
Supreme  Court  ruled  there  was  newswor¬ 
thiness  to  the  accident  and  threw  out  the 
“disclosure  of  private  facts”  claim,  but  ruled 


Rounding  out  a  formidable  lineu,p 


Suing  the  media  for 


Geoffrey  N.  Fieger,  49 
Fieger,  Fieger,  Schwartz  and  Kenney  PC 
Southfield,  Mich. 

Wrongful  deaths  and  assisted  suicides  are 
historically  this  attorney’s  forte.  But  in  May 
1999,  Geoffrey  Fieger  (yes.  Dr.  Jack 
Kevorkian’s  lawy'er)  took  aim  at  the  media 


and  won  a  staggering  verdict.  The  lawsuit 
came  to  be  known  as  “The  Jenny  Jones 
Show”  case,  a  negligence  claim  that  focused 
on  a  TV  talk-show  episode  on  which  a  man 
was  brought  on  the  air  to  be  told  by  his  best 
fnend  (another  man)  that  he  was  gay  and 
had  a  crush  on  him.  The  gay  man  was 
later  killed  by  his  “friend.” 


t’ne  film  makers  had  “no  constitutional 
privilege”  to  intrude  on  plaintiffs’  private 
communications.  What’s  so  troubling 
about  the  case  for  journalists  is  that  the 
accident  occurred  on  a  public  highway.  The 
embankment  was  state  land.  The  Medevac 
crew  members  agreed  to  participate. 
Everything  seemed  in  order.  No  one, 
though,  counted  on  Stuart  —  or,  as  the 
lawyer  says,  the  feelings  of  the  Shulmans. 

Stuart  is  considered  a  skilled  attorney 
motivated  in  his  media  cases  by  his  belief 
in  the  right  to  privacy  more  than  his 
pursuit  of  profit.  Though  accused  of  being 
conserv  ative  because  of  his  First  Amend¬ 
ment  litigation,  he  is  an  American  Cml 
Liberties  Union  member.  He  also  believes 
the  threat  of  liability  needs  to  hang  over 
the  heads  of  journalists,  and  he’s  willing  to 
assure  it  stays  there. 

“If  the  story  is  so  important,  then  [a] 
journalist  —  in  the  great  tradition  of  jour¬ 
nalism  —  should  be  willing  to  bear  the  con¬ 
sequences,”  Stuart  says,  adding  that  if  the 
First  Amendment  amounts  to  an  impene¬ 
trable  shield  to  prosecution,  “then  I’m  not 
sure  we’re  going  to  have  responsible  journal¬ 
ism  —  nor  will  it  be  good  for  people’s  rights.” 

As  for  Ruth  Shulman,  after  the  court 
ruled  in  her  favor  and  sent  the  case  back  to 
the  low'er  courts,  Stuart  negotiated  an 
undisclosed  settlement  with  the  TV 
production  company  in  December  —  nine 
years  after  the  case  was  originally  filed.  S 


Fieger,  who  is 
arguably  one  of  the 
most  successful  civil 
lawyers  in  America, 
was  hired  by  the 
dead  man’s  family 
and,  in  turn,  went 
after  Jones  in  a  civil 
suit.  Jones  pleaded 
protection  under  the 
First  Amendment, 
but  Fieger  argued, 
“What  they  did  had  nothing  to  do  with  free 
speech.  They  provoked  a  murder.”  A  jury 
agreed,  ordering  Warner  Bros,  to  pay  the 
dead  man’s  family  more  than  $25  million. 
The  case  is  on  appeal. 

True,  Jones  hardly  flirts  with  serious 
journalism,  and  the  lawsuit  was  Fieger’s 
first  against  a  media  defense.  Yet,  don’t 
underestimate  this  Michigan  attorney.  In 
20  years  of  practicing  law,  he’s  won  or 
settled  in  his  client’s  favor  nearly  all  his 
cases,  few  for  under  $1  million.  He’s  a 
renowned  constitutional  rabble-rouser 
motivated  by  a  compassion  for  his  clients’ 


Geoffrey  Fieger:  Won 
staggering  award  in 
“Jenny  Jones”  case. 
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causes,  especially  underdogs  seemingly 
abused  by  “the  establishment.” 

Perhaps  most  important,  one  media 
insurance  executive  says  with  concern, 
Fieger  almost  never  settles  out  of  court. 

Barry  B.  Iangberg,  58 

Stroock  &  Stroock  &  Lavan  LLP 
Los  Angeles 


What  The  National  Enquirer  wrote  in 
1976  about  comedian  Carol  Burnett  wasn’t 
ftinny.  The  tabloid  reported  that  Burnett 
had  been  spotted  drunk  in  a  Los  Angeles 
restaurant  arguing  with  Henry  Kissinger. 

The  story  wasn’t 
true,  and  by  the 
time  Burnett  and 
her  33-year-old  at¬ 
torney,  Barry  Lang- 
berg,  finished  suing 
the  Enquirer,  they 
had  not  only  won 
their  libel  case  but 
also  changed  the 
culture  of  media- 
plaintilf  law. 

To  understand  how  is  to  recall  the  media 
environment  of  the  mid-1970s:  The  press 
had  recently  received  two  of  its  biggest 
gifts  since  the  drafting  of  the  Bill  of  Rights 
—  The  New  York  Times  v.  Sullivan  (1964) 
and  its  sister  case,  Gertz  v.  Robert  Welch 
(1974).  Each  infused  the  “actual  malice” 
standard  for  when  public  officials  and 
public  figures,  respectively,  sue  for  libel. 

Even  after  a  retraction  and  several 
efforts  by  the  Enquirer  to  settle,  Langberg 
and  Burnett  decided  to  prove  a  point. 

Seven  long  years  later,  a  jury  awarded  a 
seven-figure  libel  verdict,  the  actress 
ultimately  settling  for  $200,000  —  hardly 
a  financial  windfall.  But  Langberg  proved 
for  the  first  time  that  a  “public  figure” 
could  hurdle  the  “actual  malice”  standard. 

Today,  attorneys  on  both  sides  of  the  me¬ 
dia  bar  point  to  the  Burnett  case  as  the 
spark  for  the  still-ascending  number  of 
libel  suits.  Writer  Alex  Beam  accurately 
colored  the  case  as  the  birth  of  “the 
extreme  sport  of  First  Amendment  law.” 

Langberg  has  his  own  theory  as  to  why 
more  people  today  sue  the  press.  “They’ve 
alienated  themselves,”  he  says.  “They’ve 
turned  the  profession  into  a  business. 

And  juries  are  bringing  in  verdicts  to 
change  the  behavior.” 

Langberg  is  considered  one  of 
Hollywood’s  most  serious  and  successful 
media-plaintiff  counsels.  He  files  more  than  1 
a  dozen  cases  a  year,  one  of  the  biggest 
workloads  in  the  field.  Though  defamation 


has  long  been  his  forte,  expect  him  to  tap 
into  news-gathering  torts.  “I  think  it’s  a  new 
era,”  he  says  —  and  one  in  which  you  can  ex¬ 
pect  him  to  play  a  key  part. 

Martin  London,  66 
Paul,  Weiss,  Rifkind,  Wharton  &  Garrison 
New  York 

Mention  Marty  London’s  name  in 
Gotham’s  media  legal  circles  and  even  his 
enemies  begin  with  a  nod  of  respect  for  this 
veteran  attorney.  If 
London  calls  with  a 
claim,  it’s  likely 
worthy  of  review,  a 
reputation  many  say 
parallels  that  of  his 
local  colleague,  John 
Walsh.  The  two  are 
often  grouped  as  the 
veteran  statesmen  of 
media-plaintiff  law. 
London’s  most 
publicly  significant  case  came  in  1986, 
when  he  won  the  largest  libel  verdict  up 
to  that  time,  a  $5-million  jury  award  for 
Browm  &  Williamson  for  remarks  uttered 
on  a  Chicago  CBS  station.  (It  was 
ultimately  reduced  to  $3  million.) 

The  suit  became  one  of  the  first  post- 
Times  v.  Sullivan  cases  proving  that  big 
corporations  can  hurdle  the  “actual  malice” 
standard.  “London  brings  this  sort  of 
righteous  indignation  to  the  cases  he 
litigates.  He’s  a  very  aggressive  advocate,” 
says  one  media  law  scholar  who  asked  to 
be  unidentified.  “Juries  respond  to  it.” 

It  is  London’s  prepublication  tactics, 
however,  that  have  earned  him  renown. 

He’s  known  for  long,  nasty,  demanding 
letters  that  are  intended  to  send  a  message: 
“They  better  get  someone  higher  up  the 
line  to  look  over  [the  reporter’s]  shoulder,” 
he  says.  “The  more  review  I  get,  the  more 
responsible  the  coverage.  And  when  you 
take  the  sensational  stuff  away,  what  you’re 
left  with  is  humdrum  stuff  that  has  been  in 
the  press  six  times  before.”  And,  more  often 
than  not,  he  adds,  the  story  is  dropped. 

Charles  Morgan,  79 
San  Francisco 

After  being  misquoted  and  misrepre¬ 
sented  over  the  years,  Charles  Morgan 
doesn’t  particularly  care  for  the  press  and 
the  spotlight.  The  San  Francisco  attorney 
doesn’t  have  a  curriculum  vitae,  won’t  sit 
still  for  a  photograph,  and,  after  40  years 
of  First  Amendment  law,  still  says,  “Suing 
the  media  is  fun.” 


“The  media  cases  I  look  at  as  more  of 
an  avocation,”  he  says.  “I  really  think  that 
the  media  abuses  its  power. ...  Eveiy  one 
wants  to  be  a  Woodward  and  Bernstein. 
Everybody  wants  to  blow  the  lid  off 
somebody.  So  when  you  get  them  in  a 
court,  you  can  make  them  look  bad.” 

Morgan  litigated  his  first  First  Amend¬ 
ment  case  in  the  late  1950s,  a  foreboding 
entree  starting  with  an  invasion-of-privacy 
suit  against  San  Francisco  Chronicle 
columnist  Herb  Caen.  He  recalls  winning 
about  $10,000.  A  few  years  later,  be 
went  after  Caen  again,  winning  a  small, 
^re-Times  v.  Sullivan  libel  suit  that 
Morgan  admits  “wouldn’t  even  get  out 
of  the  starting  blocks  today.”  Recently, 
Morgan  was  the  force  behind  the  1991 
Masson  v.  New  Yorker  magazine  case,  in 
which  the  U.S.  Supreme  Court  ruled  that  if 
a  quote  is  changed 
beyond  its  original 
meaning,  it  could  be 
litigious.  And  in 
1991,  be  took  on  a 
local  ABC  affiliate 
that  he  accused  of 
misrepresenting  his 
client  as  a  fraudu¬ 
lent  arts  dealer.  He 
won  $2.2  million. 
Those  who  know 
Morgan  say  he’s  not  only  a  brilliant  counsel 
but  is  likely  to  “advocate”  only  a  genuine 
claim  —  or  what  he  might  convince  a  court 
to  be  deemed  a  genuine  claim. 

“He  can  turn  chickens —  into  chicken 
salad,”  says  one  top  media  lawv  er.  Morgan 
says  he  gets  two  calls  a  week  from  people 
upset  about  their  portrayal  in  the  media, 
turning  down  about  99%  of  them.  “Most 
lawyers  don’t  know  the  pitfalls  along  the 
way,”  he  says. 

Meanwhile,  this  humble  patriarch  of 
media-plaintiff  law  shies  from  press 
attention  after  being  “left  looking  silly” 
in  a  newspaper  photograph  years  ago. 

(He  wouldn’t  let  Ei^F  take  his  picture.) 
“The  media  asks  me  for  photos  all  the 
time.  Forty  years  ago,  I  would’ve  gone 
running  to  them,”  he  says.  “I  don’t  do 
that  anymore.” 

.John  H.  Iavely,  56 
Martin  D.  Singer,  48 
Laveiy  &  Singer,  PC 
Los  Angeles 

Who  started  the  fight  in  Hailey,  Idaho,  in 
August  1999  depends  on  whom  you  ask. 
But  according  to  local  police  reports,  when 
security  guards  for  Bruce  Willis  and  then- 


Burnett  v. 
‘Enquirer’ 
sparked  a 
fire  still 
threateiiinj^ 
the  press. 


Martin  London;  A 
master  of  long,  nasty, 
demanding  letters 


“Suing  the 
I  media  is 
j  liin,"  says 
I  Charles 
;  Morgan, 
who’s  done 
it  —  a  lot. 
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\\ife  Demi  Moore  saw  two  men  with  a 
video  camera  taping  Demi’s  car,  they 
seethed,  “Paparazzi.”  The  filmmakers  were 
actually  contracted  Independent  Film 
Channel  producers  working  on  a  docu- 
mcntaiy’  chronicling  what  it’s  like  w'hen  a 
hig  star  moves  to  a  small  towm.  A  scuffle 
broke  out,  w  hich  w'as  caught  on  tape, 
promising  the  incident  w'ould  spice  the 
portrayal  of  the  Willises. 

But  weeks  later  —  with  the  project 
yet  to  air  —  a  letter  arrived  for  IFC 
producers  from  Los  Angeles  attorney 
Mart}’  Singer,  the  Willises’  attorney. 

And  it  w  asn’t  subtle.  Singer  pointed 
out  that  “Mr.  Willis  ...  has  either 
obtained  judgments  or  obtained 
substantial  settlements  in  all  of  his 
law'suits  for  defamation.” 

“This  is  not  an  idle  threat.”  Singer 
wrote.  “If  you  broadcast  the  segment 
containing  defamator}’  information 
about  our  client,  be  assured  that  you  will 
be  sued.  Govern  yourself  accordingly.” 
Tough  language.  But  many  in  media 
legal  circles  say 
that’s  w’hy  Singer 
and  his  partner.  Jay 
Lavely,  are 
two  of  the  most 
effective  Holly¬ 
wood  attorneys 
when  it  comes  to 
counseling  stars 
facing  bad  press 
(Schwarzenegger, 
Travolta,  Selleck, 
DiCaprio,  Pitt,  etc.)  Neither  Lavely  nor 
Singer  returned  E^P  calls. 

Although  the  firm  hasn’t  spearheaded 
any  groundbreaking  First  Amendment 
law’  and  feasts  on  tabloids,  Lavely  and 
Singer  have  solid  courtroom  experience 
and  know'  how  to  intimidate.  “They  seem 
to  endlessly  fire  off  letters  to  every  body,” 
one  plaintiff  attorney  says.  Meanwhile, 
executives  at  the  IFC  took  their  lawyer’s 
adv'ice:  The  Willis  documentary  w'as 
canned,  under  the  protest  of  the 
producers. 

Anthony  M.  Glassman,  61 

Classman,  Browning  &  Saltsman  Inc. 

Los  Angeles 

In  the  w  orld  of  First  Amendment  law, 
to  defend  the  media  and  then  to  sue  the 
media  would  be  considered  traitorous. 

“It’s  not  unethical,  but  it  happens 
from  time  to  time,”  says  Sandra  Baron, 
executive  director  of  the  Libel  Defense 
Resources  Center  (LDRC),  a  nonprofit 


I.avely  and 

Sinj^jcr: 

Good 

counsel  for 
Holl\’>vood 
stars  facinj^ 
bad  press. 


media  consortium 
dedicated  to  track¬ 
ing  libel 

cases  and  w'hose 
members  are 
not  permitted  to 
represent  both 
sides  of  the  bar. 
Though  Anthony 
Glassman  doesn’t 
belong  to  the 
LDRC,  he  is  an 


anomaly  in  media-plaintiff  law,  both 
defending  and  suing  the  press.  And, 
onlookers  say,  he’s  particularly  good  at  the 
latter.  Glassman  has  been  counsel 
for  the  supermarket  tabloid  Globe  and 
still  represents  Playboy'?,  Hugh  Hefner. 
But  he  also  w'on  a  $7.5-million  libel  award 
in  the  early  1990s  against  the 
Santa  Barbara  (Calif)  Neu's-Press  and 
its  then-ow  ner,  the  New’  York  Times  Co., 
for  a  series  of  investigative  articles  on  a 
local  businessman.  11 


How  papers  can  COUNTERPUNCH 


The  best  way  to  avoid  law- 
suits  is  to  practice  good 
journalism.  But  even  that 
won’t  sw  ay  some  from  unleashing 
their  lawyers.  And,  Chad  Milton  says, 
those  lawyers  are  better  than  ever. 

A  veteran  libel  insurance  executive 
for  Media/Professional  Insurance, 
the  largest  libel  insurance  company 
in  the  world,  Milton  said  that  at 
one  time  media-plaintiff  attorneys 
underestimated  the  First  Amend¬ 
ment’s  legal  guns.  Most  were  more 
interested  in  settling 
than  “righting”  a  client’s 
wrong.  As  a  result,  to 
thw'art  pesky  litigants, 
many  media  corpora¬ 
tions  would  never  settle 
a  claim  aimed  at  the 
new'sroom. 

Libel  chasers  are  still 
out  there,  Milton  says, 
but  there’s  a  new  brand 
of  plaintiff  attorney  at¬ 
tacking  the  press.  “Good  lawyers, 
good  people,”  he  says.  “They  have 
trial  experience,  and  the  zeal  to 
sustain  the  attack  on  an  organization. 
And  they  have  the  real  belief  their 
clients  have  been  wronged.” 

They  know  how’  to  intimidate  — 
even  bleed  —  an  organization’s  legal 
coffers,  Milton  and  newspaper 
executives  say. 

Those  who  have  been  there  offer 
the  follow'ing  thoughts  on  handling 
today’s  media- plaintiff  lawyers: 

•  Know’  the  rules.  Have  your 
attorney  regularly  brief  editorial  staff 
on  legal  trends.  Let  the  newsroom 
know  that  attorneys  are  available  for 


consultation  beyond  libel  concerns. 
Though  new's-gathering  claims 
constitute  only  about  5%  of  media 
cases  filed,  it’s  “an  effort  to  smear  the 
news  organization,”  says  Sandra 
Baron,  executive  director  of  the  Libel 
Defense  Resource  Center  (  LDRC). 

•  Someone  is  always  listening. 
Any  disparaging  remark  about  a 
subject  muttered  near  a  w'ater 
cooler  or  scribbled  on  a  napkin 
could  be  enough  to  fan  the  flames 
of  actual  malice. 

•  Know’  the  enemy. 
Don’t  panic  w  hen  a 
prepublication  “actual 
malice”  or  new’s-gathering 
tort  letter  arrives.  Though 
the  accusation  should  be 
checked  out,  recognize  that 
media-plaintiff  attorneys 
increasingly  are  using  such 
letters  to  intimidate  the 
new'sroom  and  satisfy 
their  clients. 

•  Make  it  bulletproof.  Imagine 
that  a  multibillion-dollar  corporation 
doesn’t  like  w’hat  you  are  wTiting  and 
will  throw  as  much  money  at  your 
story  as  necessary’  to  publicly  discredit 
you,  your  project,  and  your  paper. 

Then  begin  editing.  That’s  what  The 
Blade  in  Toledo,  Ohio,  did  before  its 
recent  award-w'inning  package  on 
beiy  llium.  And,  after  it  w  as  published, 
that’s  exactly  what  happened.  {The 
Blade  withstood  the  attack.) 

•  Libel  reigns.  The  LDRC  says 
libel  accounted  for  the  lion’s  share 

of  the  more  than  half  a  billion  dollars 
in  damages  aw  arded  against  the  media 
in  the  1990s.  —  Jim  Moscou 


There’s  a 
new  brand 
of  plaintiff 
attorney 
attacking  the 
press,  Chad 
Milton  says. 
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savings  you' 


^preview  day 


'Advertise  early  and  often’  seems  a  likely  scenario 


BY  JOE  NICHOLSON 

WITH  HOLIDAY  SALES  LAGGING,  RETAILERS  ARE 

slashing  prices  and  filling  newspapers  with 
ads  announcing  price  cuts. 

Moreover,  some  retailers  are  expected  to  race 
back  to  newspapers  to  buy  last-minute  run-of- 
press  (ROP)  ads  announcing  additional  price  cuts  as  they  occur. 

Newspapers  are  having  it  both  ways:  They  benefit  from  retailers 
who  fixed  their  ad  schedules  before  they  realized  the  extent  of  pre¬ 
holiday  sales  slug¬ 
gishness,  and  now 
the  papers  are  pick¬ 
ing  up  last-minute 
ads  announcing 
price  cuts. 

“It’s  going  to  be 
a  price  war,”  pre¬ 
dicted  an  East  Coast 
department  store 
e.xecutive  who  has 
been  in  the  business 
for  more  than  two 
decades.  “Just 
follow  this  week’s 
ads  and  you’ll  see 
what  I  mean.” 

Department 
stores  and  other 
retailers  seeking  to 
move  inventory'  are 
dropping  prices 
more  dramatically 
than  during  any 
holiday  season  in 
recent  memorv’,  the 
East  Coast  e.xecutive 
said.  Some  retailers 

are  promoting  their  price  cuts  by  bming 
additional  newspaper  ads  while  others 
are  revising  previously  scheduled  ads  to 
promote  the  new  cuts,  he  said. 

Another  department  store  e.xecutive 


50%  Off:  What  are 
you  waiting  for? 

Newspapers  in  recent  days  have  been 
filled  with  retail  ads  announcing  sales 
and  listing  price  cuts.  Here  are  a  few 
newspaper  ad  offers: 

•  Ivord  &  Taj  lor  in  “The  Washing¬ 
ton  Post”:  “Starts  9  a.m.  today. 
Pre-Thanksgiving  storewide 
savings ...  25%-50%  off.” 

•  Bloomingdale's  in  “The  New 
York  Times”:  “Thanksgiving  Sale 
Save  20%-50%.” 

•  Nordstrom  in  the  “Chicago 
Trihune”:  “Women’s  &  children’s 
shoe  clearance  ...  save  50%  ... 
What  are  you  waiting  for?” 

•  Ix.xington  Furniture  &  Design 
in  "The  Boston  Globe”:  “Save 
20%  to  40%  off  all  floor  samples, 
storewide.  Plus  an  additional  10% 
on  most  special  orders.” 

•  Maev ’s  in  the  “I /)s  Angeles 
rinie.s”:  “Sequined  top  with  straps 
in  black  ...  Reg.  $60,  sale  $44.99.” 

—  Joe  Nicholson 


This  holiday  season,  retailers  will  need  more 
help  from  newspapers  than  in  recent  years. 

Trend  Report”  in  Upper  Montclair,  N.  J. 
He  has  forecast  retail  industrv’  trends  and 
consumer  spending  patterns  for  45  years. 

“The  holiday  sales  season  is  going  to  be 
decent  for  most  retailers,  but  not  spec¬ 
tacular,”  added  Barnard.  “It  is  going  to 
be  a  cautious  season  for  retailers  because 
it  is  going  to  be  a  cautious  season  for 
customers. ...  There  will  be  gains  made  by 
most  retailers,  but  the  gains  will  be  small¬ 
er  than  the  gains  achieved  a  year  ago.” 

Newspapers  “are  likely  to  do  modestly 
well,”  said  Barnard.  “We  see  this  holiday 
season  as  being  more  promotional  than  a 
year  ago.”  He  said  some  retailers  may  buy 
additional  newspapers  ads  to  promote 
sales,  but  that  “a  lot  of  retailers  are  going 
to  go  into  television.” 

Of  course,  the  outlook  varies  from 
market  to  market. 

On  the  West  Coast,  Bob  Brown,  the 
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1  at  a  Milwaukee- 
I  based  department 
j  store  chain  said  his 
I  stores’  holiday  sales 
I  outlook  is  ver>’  good. 

“We’re  quite  up- 
i  beat,”  said  Richard 


accessories  also  were  showing  strength. 

Schwab,  who  has  had  success  with  the 
double  punch  of  direct  mail  and  “very 
dramatic,  dominating  main-section- 
position  ROP,”  said  he  was  not  planning 
to  make  any  changes  in  his  holiday  ad 
plans.  “We’re  all  set,”  he  added.  “Now 


retail  advertising 
manager  of  The 
Sacramento  (Calif.) 

Bee,  said  his  market 
was  undergoing 
“tremendous 
growth” and 
predicted  merry  hoi-  j 
idays  for  both  retail¬ 
ers  and  newspapers,  j 

“Retail  sales  will  1 
be  good,  [but]  not 
great,”  said  Brown, 
w'ho  has  spent  more 
than  two  decades  in 
advertising  at  the  Bee 
and  other  new’s- 
papers.  As  for  new'S- 
paper  ad  sales.  Brown 
reported  that  man¬ 
agers  of  chain  stores 
in  his  market  are  wor¬ 
ried  about  inventory. 

“They  don’t  have 
enough  inventory  in 
same  cases,”  he  said.  “I  just  know  from 
talking  to  my  local  store  managers  that  it 
is  a  concern.” 

In  the  heartland,  a  marketing  executive 


“1  just  know  from  talking 
to  some  of  my  I  retail  ] 
store  managers  that  [low 
inventory  1  is  a  concern.” 

—  BOB  BROWN 

Retail  Ad  Manager,  The  Sacramento  Bee 


off  Y.E.S.  cashmerej 


1.,^  I  Schwab,  vice  pres- 

k  j  ident  of  marketing 

_ storcs,  which 

operates  95  department  stores  in  Mid¬ 
western  and  northern  border  states. 

He  added  that  the  home  and  furniture 
categories  were  particularly  strong, 
while  feminine  apparel  and  feminine 


it’s  all  up  to  execution.” 

Schwab  conceded,  however,  that  his 
department  stores’  bullish  prospects  were 
not  necessarily  shared  by  other  depart¬ 
ment  stores.  “I’m  sure  it’s  true  there  have 
been  some  problems  throughout  the  year 
in  feminine  apparel,  and  then  if  your  in¬ 
ventory  positions  are  bad,  you  are  faced 
wdth  cutting  margins,”  Schwab  said.  “You 
can  sell  a  lot  of  it,  but  you  are  selling  a 
lot  of  it  at  a  lower  price,  and  you  are  not 
going  to  make  your  margins.”  1 


A  matter 
of  image 


You  ensure  readership  by  delivering 
your  newspaper  daily  -  don’t  your 
web  pages  deserve  the  same? 


"96%  of  the 
thousands  of  users 
who've  tried 
PublishAlail  on 
our  site  continue 
to  use  it  daily” 


BY  JOE  S TRUPP 

A  MAN  CLAIMING  HIS  PICTURE  WAS 
used  without  his  consent  in  an 
advertisement  for  an  impotency 
clinic  has  sued  the  Los  Angeles  Times  and 
the  clinic  that  placed  the  ad,  according  to 
court  records. 

Aubrey  Rust  filed  the  suit  in  Los 
Angeles  Superior  Court  Oct.  30.  It  seeks 
$750  for  each  unauthorized  publication 
of  the  picture  in  the  1,033,399-daily- 
circulation  paper. 

Rust  could  not  be  reached  for 
comment.  But  his  attorney,  Eugene 
Button,  said  the  improper  use  of  his 
client’s  image  goes  back  nearly  10  years. 
“He  said  he  has  tried  to  stop  it  in  the  past, 
but  nothing  happened,”  Button  said. 

L.A.  Times  spokesman  David  Garcia 
said  he  had  not  seen  the  lawsuit  and 
added  that  the  paper’s  policy  is  not  to 
comment  on  pending  litigation.  1 


Make  Your  Hi} 
Dreams  Come 


-Eric  Grilly, 
VP/Interactive. 
Denver  Post 


2  found  dead 


Over  84%  of  the  average  newspaper's  circulation  comes  from  home  delivery. 
Deliver  your  web  content  direct  to  the  reader,  too.  Start  your  web  pages' 
digital  circulation  today  using  PublishMail's  e-mail  delivery  system. 

Get  daily  digital  delivery  •  Call  Vin  Crosbie  at  1 .203.863.9405 


1.203.863.9405  •  sales@publishmail.com  •  vvvvw.publishmail.com 
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DIGITAL  HOW-TO 


MMM:  IT  CUTS 
OUT  THE  MIOOLEMIUI 

Watching  TV  is  easy.  Not  watching  TV  is  even  easier. 

And,  thanks  to  tveyes.com,  you  won’t  miss  a  thing. 

BY  CHARLES  BOWEN 

OBOTS  HAVE  BEEN  AN  AMERICAN  FANTASY  FOR  MOST 


R' 

of  our  lives.  They  are  movie  stars,  from  Robbie  the 
Robot  in  1956  s  “Forbidden  Planet”  to  Yul  Brynner  as 
the  spools  android  gunslinger  in  1973’s  “Westworld” 
to  Robin  Williams  in  last  year’s  “Bicentennial  Man.” 
Moreover,  they  are  part  of  our  domestic  fantasy.  Any  child  of  the 
’60s  who  watched  Rosie  the  Robot  on  “The  Jetsons”  would  dream 
of  some  day  having  a  staff  of  household  automatons  to  do  the 


family’s  bidding.  t 

But  who  knew  that  the  Internet  would  i 
fill  this  bill?  The  Net  has  become  our  i 

first  practical  robot  for  information 
gathering.  The  mid-1990s  were  notable  > 
for  showing  us  the  joys  of  Web  surfing,  i 

and  the  late  1990s  were  - 

notable  for  teaching  us  - 

that  we  also  could  let  i 

the  Web  surf  itself  Just  t  eyes  com 

send  out  our  automated  \  ‘  • 

avatars  and  let  them  Li^^lllllll||||||M 

return  with  the  treasures  / ' _ 

they  find  for  us  while  [  ^ 

we’re  off  doing  our  | 

human  business  —  such  ^ 

as  eating,  sleeping,  and  i  Ask«<iou«u/om 

working.  ^  abouiui 

Now  the  Web’s  robots  ^ 

will  even  watch  TV  for  us. 

Monitoring  the  closed  wnhu. 

captioning  of  TV  24  proteBion»i 

hours  a  day,  Weyes.com  ^ 

is  a  free  site  that  lets  you 

track  TV  content  by  V _ 

keyword,  instantly 
notifying  you  of  hits  by 
e-mail,  by  Instant  Messenger,  or  by  ( 

pager.  You  can  obtain  a  transcript  of  j 

the  text  where  your  kewords  appear,  i 
as  well  as  a  brief  history  of  the  previous  ! 
mention.  And  the  site  can  link  you  to  1 
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the  Web  sites  of  the  show  or  the 
network  where  the  keywords  w  ere 
mentioned. 

“Though  tveyes  has  many  apps  for  a 
variety  of  interests,”  said  the  site’s 
innovator,  David  J.  Ives  of  Southport, 
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tveyes.com 

Is  an  exciting  new  service  that  tracks  keywords  on  television 
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the  show’s  wcotitc 
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V  '  t\.  eyes  com  is  going  intcm<ttionaJ.  Find  out  morel 


Conn.,  “I  originally  designed  my 
software  after  I  dabbled  in  some 
day-trading  and  saw  the  huge  impact 
TV  mentions  had  on  stocks.”  Ives 
figured  that  if  he  could  keep  tabs  on 


all  the  times  a  stock  got  a  TV  mention, 
he’d  have  a  better  idea  of  how  that 
stock  might  perform.  From  that 
grew^  Ives’  patent-pending  technology 
and  its  related  Web  site,  which  now 
boasts  more  than  10,000  registrations 
a  month. 

To  take  advantage  of  this  intriguing 
technology,  visit  the  site  (http://www 
.tveyes.com),  enter  your  e-mail  address, 
then  type  in  a  word  or  topic  in  the 
provided  spaces  and  click  the  “Submit” 
button.  When  your  keyword  appears  in 
the  closed  captioning  of  any  of  the 
broadcasts  the  site  is  monitoring,  you 
receive  an  e-mail  alert. 

Also,  as  a  first-time  visitor,  you  have 
the  option  to  choose  a  password,  which 
enables  you  to  use  the  site’s  “Keyword 
Manager.”  Tjpe  in  any  password  you 
choose,  then  retype  it  to  verify,  click  the 
“Submit”  button,  and  you’re  on  your  w'ay. 
Once  you  are  registered,  you  can  click 
the  “Keword  Manager”  option  on  the 
introductory  page  to  add  and  edit  the 
keywords  you  are  monitoring  and 
change  how  you  want  to  be  notified 
(e-mail,  pager,  etc.). 

Other  considerations  in  using 
tveyes.com  for  your  writing  and  editing: 

IThe  site  doesn’t  list  the  TV  resources 
it  is  monitoring,  but  a  news  release 
from  Infonautics  Inc.,  which  has 
launched  a  co-branding  agreement 

-  with  the  site,  says  the  tracking 

- — 1  includes  CNNfii,  CNBC, 

Bloomberg,  MSNBC,  ABC, 

S  NBC,  CBS,  FOX  News, 

”1  C-SPAN,  ESPN,  and  selected 

public  TV  stations. 

2 The  “Keyword  Manager” 
lets  you  edit  “Preferences” 
for  each  search  word  you  save, 
specifying  the  number  of  alerts 
you  want  on  each  mention 
from  three  to  10  and  what 
broadcast  categories  you  want 
monitored  (including  sports, 
g  news,  kids,  financial, 

iQ  entertainment,  etc.). 

3  An  “Advanced  Filter” 

preference  also  can  be  used 
'  to  reduce  the  number  of 

_ p-'  mentions  in  proximity. 

Microsoft,  for  example,  could 
be  mentioned  numerous  times  in  several 
related  stories  in  a  single  newscast.  The 
filter  presents  those  mentions  as  one  so 
you  don’t  receive  10  e-mail  messages 
containing  the  same  transcript.  11 
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(877)550-1515 
Eric  Southward 
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HEADLINE  PROMOTIONS,  INC. 
TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail:  Hdlinel@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


CIRCULATION  SERVICES 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 
WWW.PROSTARTS.COM 


SPECTRUM  MARKETING  SERVICES 
A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 
Call  Doug  Reese  (800)  972-6778 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds,  schedul¬ 
ing  &  circulation.  Fake  Brains, 
(303)791-3301  www.fakebrains.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  ladder- 
ways?  Dirty  air  handling  systems,  duct 
work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


pUB 


Your 

communication 
link  to  the 
newspaper 
Industry  every 
week 

since  1884. 


MARKETING  PLUS  INC.  II  ILJUOll  y 

Telemarketing  specialists  in  circulation  i 

development.  Custom  programs  for  any  WeeK 

size  publication.  State  of  the  art  pre-  .  ■*  oo  A 

dictive  dialer.  We  have  many  years  of  Since  1 884. 

experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone  (732)  738-5100,  Fax 
(732)738-5115 
E-mail  JanMont@Earthlink.com 
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ACADEMIC 


ENGLISH  FACULTY  POSITION 
Capital  University  invites  applicants  for  a 
full-time,  tenure-track  assistant  professor 
teaching  position  to  begin  August  2001. 
Candidates  should  possess  either  a 
Ph.D.  in  English  (rhetoric/composition) 
or  journalism  or  an  M.A.  in  journalism 
and  experience  in  professional  writing. 
We  seek  an  individual  with  teaching 
experience.  Professional  experience  in 
web-based  publishing  and/or  new  media 
is  preferred. 

Teaching  load  is  4/4  and  includes  first- 
year  composition  course?.  We  are  a 
small  department  looking  for  a  versatile 
person  to  help  detine/develop  a  pro¬ 
fessional  writing  track.  Salary  com¬ 
mensurate  with  experience  and  com¬ 
petitive  with  similar  institutions. 
Applicants  should  send  a  curriculum 
vitae,  transcripts,  and  three  letters  of 
reference  to: 

Dr.  Reginald  Dyck 
Chair  Department  of  English 
Capital  University 
2199  E.  Main  St. 

Columbus,  Ohio  43209 
Review  of  applications  will  begin  Jan,  8, 
2001,  and  continue  until  the  position  is 
filled. 

Capital  University  is  a  Lutheran-affiliated 
institution  chartered  in  1850.  The  uni¬ 
versity  has  nearly  3,800  full-time  stu¬ 
dents  in  its  undergraduate  and  graduate 
programs.  Equal  opportunity  employer. 
Women  and  minorities  encouraged  to 
apply.  Website:  www.capital.edu. 


ADMINISTRATIVE 


GENERAL  MANAGER/EDITOR  tor  5,000 
weekly  in  Southern  Indiana.  Resume: 
filkinsr@psci.net.  Call  (812)  547-3424. 


PUBLISHER 

Publisher  needed  tor  high  quality  daily 
newspaper  in  Lamar,  CO.  Great  small  town 
offers  fine  country  living.  Part  of  the  Denver 
Post  newspaper  group.  Accelerated  career 
opportunity  for  Individual  with  ability  and 
ambition.  Fine  opportunity  for  person  with 
newspaper  background  seeking  publisher 
position.  Excellent  compensation  program 
and  full  benefits  plus  the  professional 
rewards  of  running  your  own  newspaper  and 
the  personal  satisfaction  from  achieving  suc¬ 
cess.  Respond  to: 

David  McClain 

Fax:  (970-522-2320  or  E-mail  to: 
mcclains@ria.net 


PUBLISHER 

You’ll  lead  two  strong  community 
weeklies  with  a  combined  circulation  of 
12,570,  and  live  in  Saftord,  Ariz.  The 
Eastern  Arizona  Courier,  of  Saftord, 
Ariz.,  and  The  Copper  Era,  of  Clifton, 
Ariz.,  have  respected  news  content  and 
growing  ad  bases  (see:  eacourier.com). 
Apply  tO: 

Tom  Lee 

Wick  Communications 
RO.  Box  27087 
Tucson,  AZ  85726-7087 
F-mail:tlee@azbiz.com 


ADMINISTRATIVE 


PUBLISHER 

The  Folsom  Telegraph,  an  award¬ 
winning  6,000-circulation  paid  weekly 
supported  by  a  strong  TMC  publication, 
located  in  a  beautiful  and  historic  sec¬ 
tion  of  Northern  California,  seeks  a  pro¬ 
ven  individual  to  provide  hands-on  lead¬ 
ership  for  our  sales,  news  and  produc¬ 
tion  personnel. 

We’ll  provide  you  with  a  unique 
opportunity  in  one  of  California’s  hottest 
markets.  We  offer  a  competitive  pay 
and  benefits  package,  plus  good  poten 
tial  for  advancement. 

Tell  us  what  you’ve  accomplished  in  the 
past,  your  salary  history,  and  very  impor¬ 
tantly — what  would  motivate  you  to  join 
us  today. 

See  www.BrehmCommunications.com 
tor  more  information.  Send  resume  to: 
Gloria  Thomas,  Publisher 
The  Roseville  Press-Tribune 
188  Cirby  Way,  Roseville,  CA  95678 
Or  Fax  to:  (916)  783-1 183 


Wick  Communications  with  37  small 
dailies/  weeklies  in  12  states  is  seeking 
candidates  tor  publisner/general  man¬ 
ager  positions  due  to  transfers  and  pro¬ 
motions  within  the  company.  If  you’re 
looking  for  a  new  challenge  with  a  grow¬ 
ing  company,  send  a  resume,  cover  let¬ 
ter,  tO:  Lou  Major  Sr., P.O.Box  820, 
Bogalusa,  LA.  70429. 


ADVERTISING 


AD  DIRECTOR/SALES  MANAGERS 
Visit  www.marks-terber.com  for  current 
list  of  top  career  opportunities. 


ADVANCEMENT 

See  how  far  your  newspaper  career  can 
go  with  Boone  Newspapers,  Inc.  See  the 
JOBS  page  at  our  web  site: 

www.boonenewspapers.com 


SALES  MANAGER /ENTREPRENEUR 
Incredible  adventure  for  entrepreneurs 
and  sales  sharks  looking  for  fantastic 
career  opportunity.  Bigfoot  Media,  pub¬ 
lisher  of  the  Berkeley  Daily  Planet  &  San 
Mateo  Daily  Journal,  is  looking  for  high- 
energy  Sales  Managers  to  build  and  lead 
teams  at  small,  start-up  California  daily 
newspapers.  Absolutely  must  love  sales 
and  entrepreneurship!  Competitive  com¬ 
pensation  +  stock  options  for  aggressive 
leaders  (we  are  venture  capital-backed). 
Not  for  the  faint-hearted:  strong,  entre¬ 
preneurial  work  ethic  required!  E-mail 
cover  letter,  resume,  salary  history: 
hr@berkeleydailyplanet.net;  or 
Fax:  (510)  841-5695 


Call  us  about  our 
low  contract  rates! 

(888)  825-9149 

www.editorandpubllsher.com 


Phone:1-888-825-9149  -  CLMSIFIED IIDVEIITISIN6  -  Fojo :  (646)  654-5312 

770  Broadway,  7th  Floor,  New  York,  NY  10003  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


ADVERTISING 


ADVERTISING  DIRECTOR 
The  Lahontan  Valley  News,  a  E-day,  5,500 
circulation  newspaper  located  near  Reno 
and  Lake  Tahoe,  is  looking  for  an  Advertis 
ing  Director  with  prior  management  experi¬ 
ence  in  retail  and  classified  sales.  Great 
opportunity  in  growing  market  in  friendly, 
progressive  community.  Excellent  salary, 
benefits. 

Fax;  (775)  423-0474 
Or  E-mail:  lvn@oasisol.com 
or  send  resume  to: 

Lahontan  Valley  News 
RO.  Box  1297 
Fallon,  NV  89407 

Attn:  Anne  Pershing 


CLASSIFIED  SALES  MANAGER 
Grab  this  career  opportunity  to  join 
Utah's  fastest  growing  newspaper.  One 
of  the  10  fastest  growing  DMA’s  in  the 
country  (also  one  of  the  youngest)  in  a 
beautiful,  recreational  setting. 

Responsible  for  the  critical  auto,  real 
estate  and  recruitment  categories  of  busi¬ 
ness  with  revenue  of  over  5  million 
dollars. 

Energize  and  develop  young  staff  into 
achieving  individual  and  team  revenue/ 
volume  goals  and  be  a  hero!  Developing 
new  revenue  streams  and  product 
initiatives  and  coaching/cultivating 
talent. 

Media  and  supervisory  experience 
required.  College  degree  preferred. 

If  you  are  interested  in  this  key  and  very 
visible  area  of  business  to  grow  your 
career  please  send  your  resume/cover  let¬ 
ter  and  salary  history  to: 

Matthew  Miller,  Ad  Director 
The  Daily  Herald 
1555  North  Freedom  Boulevard 
Provo,  UT  84604 

Or  e-mail  at:  mmiller@heraldextra.com 


ADVERTISING  DIRECTOR 
Join  an  award  winning  sales  staff  at  the 
Herald-Journal  in  Spartansburg,  South 
Carolina.  This  is  a  New  York  Times 
owned  paper.  We  are  looking  for  a  high 
energy  individual  who  will  motivate  our 
sales  team.  Increasing  sales  and  revenue 
is  a  top  priority.  If  you  have  advertising 
experience  in  sales  and  strategies  and 
would  like  to  be  a  part  of  a  great  team, 
please  send  resume  to: 

Sheri  Yoder-PHR 
Human  Resource  Director 
Herald-Journal 
RO.  Box  1657 
Spartansburg,  SC  29304 
Or  E-mail  tO:sheri.yoder@shj.com 
An  Equal  Opportunity  Employer 


ADVERTISING  DIRECTOR  WANTED  for 
The  Daily  Telegram,  a  16,000  circula¬ 
tion  daily  newspaper  in  Adrian, 
Michigan.  If  you  have  the  experience 
and  the  skill  to  run  the  ad  department  of 
a  seven-day  daily,  telephone  me  for 
information  and  the  requirements  for  the 
position: 

Reg  Durant,  Publisher,  (517)  265-5111 


I  _ ADVERTISING _  I 

‘  COMBINED  DAILY  NEWSPAPERS,  j 
'  23,000  daily  and  Sunday  and  13,000 
'  six  day  paper  seek  an  outstanding  can-  , 
■  didate  for  advertising  director  at  our 
!  13,000  six  day  newspaper  but  this 
person  will  also  function  as  our  number 
2  person  in  advertising  for  both  pro¬ 
perties.  Report  and  work  with  our 
advertising  director  at  our  larger  news¬ 
paper.  This  person  will  also  have  addi¬ 
tional  responsibilities  with  our  weeklies,  ! 
shoppers  and  a  specialty  publishing 
operation.  Candidate  should  be  a  hands- 
on  manager,  with  excellent  people  skills, 
and  a  good  solid  understanding  of 
advertising  sales.  We  are  an  equal 
opportunity  employer.  We  offer  reloca¬ 
tion,  pension,  medical,  401-K  program 
and  other  benefits.  Qualified  candidates 
should  send  resume  tO: 

Rhonda  J.  Geer,  Advertising  Director 
The  Daily  Record 
212  E.  Liberty  Street 
Wooster,  OH  44691 


SOUTHEASTERN  Wl  CLASSIFIED 
MANAGER 

Add  Inc.,  a  division  of  Journal  Commu¬ 
nications  is  seeking  an  energetic  individ¬ 
ual  to  lead  our  20  person  sales  team  at 
our  Waukesha,  Wisconsin  location. 
Responsibilities  include  leading  a  staff  to 
exceed  monthly  goals  through  training, 
working  in  the  field  with  representatives, 
strategizing  to  increase  market  share  and 
creating  successful  sales  promotions. 

The  ideal  candidate  will  possess  advertis¬ 
ing  sales  and  sales  management  experi¬ 
ence  with  an  emphasis  on  coaching. 
Good  communication  skills  are  a  must. 
Evidence  of  self-directed  improvement  is 
important. 

The  ideal  candidate  will  have  3-5  years 
of  experience  in  classified  management, 
classified  sales,  promotional  and  have 
had  success  building  recruitment, 
automotive  and  real  estate  classified 
categories  for  weekly  publications.  Our 
company  offers  competitive  wages 
excellent  benefit  package  and  great  worK- 
ing  conditions. 

Benefits  include  medical  and  dental 
insurance,  life  and  AD&D  insurance, 
short-term  disability  insurance,  profit 
sharing,  401(k)  retirement  program, 
pension  plan,  employee  stock  ownershio 
option  and  incentive  bonus  program. 
Please  forward  your  resume  with  cover 
letter  to: 

Add  Inc 

Attn:  Human  Resources  Dept. 

600  Industrial  Drive 
Waupaca,  Wl  54981 
addinchr@add-inc.com 
EOE/M-F 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


ADVERTISING 


ADVERTISING  DIRECTOR 
Due  to  retirement.  The  Waterloo/Cedar 
Falls  Courier,  a  46.000  daily.  54,000 
Sunday  newspaper  is  looking  for  a 
creative  advertising  and  marketing  exec¬ 
utive  to  lead  our  advertising  and  market¬ 
ing  efforts.  Located  in  North  Central 
Iowa,  the  Waterloo/Cedar  Falls  market 
is  a  major  retail  hub  for  north  central 
Iowa  and  home  to  the  University  of 
Northern  Iowa.  Send  resume  to: 

John  Goossen 

Waterloo/Cedar  Falls  Courier 
PO  Box  540,  Waterloo,  lA  50701 
Or  e-mail  to:  jgoossen@wcfcourier.com 


ASIA  OPPORTUNITY!  for  a  VP,  Sales  & 
Marketing,  to  drive  a  dynamic  sales 
team  at  Free  Market  Media  -  Asia's 
fastest  growing  media  company  and 
Singapore's  largest  suburban  news-paper 
group.  Package  includes  stock  options, 
relocation  and  housing.  With  less  than 
12  months  to  IPO,  the  successful  candi¬ 
date  w'll  be  well  rewarded.  We  are  seek¬ 
ing  a  high  calibre,  high  energy  individual 
with  extensive  senior  management  expe¬ 
rience  and  a  pioneering  spirit. 

Apply  to;  roger@fmm.com.sg 
Website;  http://www.fmm.com.sg 


ART/EDITORLAL 


j  PRODUCTION  EDITOR/DESIGNER 
I  Loop  nonprofit  publisher  seeks  a  pro- 
i  fessiona!  to  assume  responsibility  for  the 
1  production  scheduling,  designing,  proof¬ 
ing,  editing,  layout  and  printing  of  pages 
in  its  monthly  and  yearly  publications  as 
well  as  ad  design  and  production. 

Applicants  must  be  able  to  simulta¬ 
neously  manage  and  meet  deadlines  and 
budgets  for  multiple  projects;  demon 
strate  initiative  and  work  independently 
as  well  as  collaboratively  with  staff,  out¬ 
side  authors,  and  vendors. 

Additional  qualifications  include  strong 
editorial  judgment,  outstanding  commu¬ 
nication,  organizational  and  desktop 
publishing  skills  (PageMaker  6.5,  Adobe 
Photoshop)  and  three  to  five  years  pro¬ 
duction  experience,  preferably  with  pub¬ 
lications,  and/or  advertising.  On-line 
publishing/web  site  design  experience 
desirable.  Working  knowledge  of 
Spanish  a  plus. 

Submit  resume  with  salary  history  to: 

Human  Resources,  Department  ED 
Claretian  Publications 
205  W.  Monroe,  Chicago,  IL  60606 

Fax:  (312)236-5761 


ACADEMIC 


E-mail:  hr@www.claret.org 

ACADEMIC 


UNIVERSITY  OF  ILLINOIS  AT  URBANA-CHAMPAIGN-KNIGHT 
CHAIR  IN  INVESTIGATIVE  &  ENTERPRISE 
JOURNALISM-FULL  PROFESSOR,  TENURED. 


The  Department  of  Journalism  at  the  University  of  Illinois  in  Urbana-Champaign 
seeks  applications  for  its  new  John  S.  and  James  L.  Knight  Foundation  Chair  in 
Investigative  &  Enterprise  Journalism.  We  have  a  proud  tradition  in  public  affairs 
journalism  education.  The  Department  of  Journalism  is  a  professionally  oriented 
program  within  a  major  Research  I  university.  The  successful  candidate  will  teach  a 
variety  of  courses  to  highly  selective  print  and  broadcast  students  at  one  of  Amer¬ 
ica’s  great  public  universities.  Tne  Chair  Holder  also  will  conduct  programs  in  edu¬ 
cational  outreach  in  investigative/enterprise  reporting  to  professional  journalists  via 
workshops  and  seminars  and  contribute  to  the  body  of  knowledge  in  the  field  via 
research  and/or  creative  endeavor.  We  strongly  support  the  principle  of  diversity  and 
encourage  applications  from  women  and  ethnic  minorities.  Academic  year;  full 
time;  beginning  August  21,  2001.  Salary  negotiable.  Required:  The  Knight  Chair 
Holder  will  be  a  journalist  of  the  highest  professional  reputation  with  exemplary  cre¬ 
dentials  and  significant  experience  in  the  area  of  investigative  reporting  in  print  and/ 
or  broadcast  with  a  record  of  distinguished  achievement;  minimum  of  bachelor’s 
degree.  Preferred:  Accomplished  teaching  record  in  journalism  and/or  investigative 
reporting;  advance  degree.  Send  full  details  on  qualifications  including  current  cur¬ 
riculum  vitae,  a  letter  outlining  employment  history  and  achievements  in  the  world 
of  professional  journalism,  relevant  clippings  or  videotape  demonstrating  work  in 
investigative  journalism,  and  names  and  phone  numbers  of  three  references  tO: 

Professor  Leon  Dash;  Chair,  Search  Committee;  Department  of  Journalism 
University  of  Illinois;  119  Gregory  Hall 
BIOS.  Wright  Street;  Urbana,  IL  61801 
(217)333-0709 

To  ensure  full  consideration,  applications  should  be  received  by  January  31, 2001 

The  University  of  Illinois  is  an  Affirmative  Action  and  Equal  Opportunity  Employer 
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-HELP  WANTED- 


_ CIRCULATION _ 

ADVANCEMENT 

See  how  far  your  newspaper  career  can 
go  with  Boone  Newspapers,  Inc.  See  the 
JOBS  page  at  our  web  site: 

www.boonenewspapers.com 


HOME  DELIVERY  ZONE  MANAGER 
The  San  Mateo  County  Times,  a 
MediaNews  Group  subsidiary,  located  on 
the  Peninsula  in  California’s  booming 
Bay  Area  Market,  is  seeking  a  well 
organized,  highly  motivated  individual  to 
manage  four  to  eight  independent  con¬ 
tractors  in  our  newspaper  home  delivery 
operation.  You  will  guide  our  contractors 
to  success  by  providing  the  highest  qual¬ 
ity  service  to  our  customers,  ensuring 
that  their  newspapers  arrive  on  time, 
everyday. 

However,  applicants  should  have  a  min¬ 
imum  of  2  years  management  experi¬ 
ence  in  a  service-oriented  industry.  Be  a 
part  of  the  fastest  growing  newspaper 
group  in  California’s  Bay  Area.  To  apply, 
send  a  cover  letter  and  resume  to: 

San  Mateo  County  Times 
Attn:  Human  Resources 
RO.  Box  28884,  Oakland,  CA  94604 
Or  Fax:  (510)293-2725 


CIRCULATION 


CIRCULATION  MANAGER 
Due  to  a  corporate  promotion  our  top 
single  copy  position  is  open.  Located  in 
the  Philadelphia  suburbs,  we  are  a 
50,000  circulation  7-day  morning 
newspaper  with  half  of  our  circulation  in 
single  copy.  Our  numbers  are  on  the  rise 
and  we  need  someone  who  will  keep  the 
momentum  going.  Only  candidates  with 
prior  single  copy  experience  will  be  con¬ 
sidered.  We  offer  a  good  starting  salary, 
bonus,  benefits  and  the  chance  to  be 
part  of  a  winning  team.  Send  your 
resume  and  salary  requirements  tO: 

Mike  Murray,  Circulation  Director 
The  Daily  Times 
Primos,  PA  19108  ore-mail  at 
circ@op.net.  No  phone  calls  please 


CIRCULATION  MANAGER 
Suburban  daily  needs  leader/manager  to 
continue  growth  program  -  up  15%  last 
24  months.  Circulation  focus  last  two 
years  fueled  growth.  Predecessor  pro¬ 
moted.  Need  aggressive  leader  to  con¬ 
tinue  and  expand  efforts.  Send  resume 
and  salary  requirements  to: 

David  Stringer,  Publisher 
Norman  Transcript 

RO.  Box  1058;  Norman,  OK;  73070  or 
Email:publisher@:normantranscript.com 


CIRCULATION 


CIRCULATION  DIRECTOR 
The  Daily  Inter  Lake,  Northwest  Mon 
tana’s  leading  daily  newspaper,  circula¬ 
tion  16,000,  is  in  search  of  a  Circulation 
Director  to  join  our  management  team. 
Responsibilities  include  planning  and 
directing  daily  operations  in  the  Circula¬ 
tion  Department,  including  sales,  ser¬ 
vice,  collections,  budget  preparation,  as 
well  as  leading  and  motivating  staff. 
Qualified  candidates  will  possess  a  min¬ 
imum  of  3  years  supervisory  experience 
in  circulation  and  demonstrate  a  strong 
background  in  sales.  Preference  will  be 
given  to  results  oriented  professionals. 

An  exceptional  compensation  package 
is  being  offered  including:  60-75K 
salary  commensurate  with  experience, 
401(k)  retirement  plan, medical  and  life 
insurance,  paid  holidays  and  vacations. 
The  Daily  Interlake  is  located  in 
Kalispell,  MT,  a  rapidly  growing  com¬ 
munity  located  at  the  entrance  to  Glacier 
National  Park.  The  area  boasts  two  ski 
areas,  superb  fishing,  a  thriving  arts 
scene,  and  much  more. 

Please  reply  with  resume,  salary  history 
and  references  to: 

Tom  Kurdy,  Publisher 
The  Daily  Inter  Lake 
RO.  Box  7610,  Kalispell,  MT  59904 
Fax:  (406)752-6114 
E-Mail:  kurdy@hagadone.com 
The  Daily  Inter  Lake  is  an  EOE 


CIRCULATION  MANAGER 
The  Oak  Ridger  Tennessee  seeks  a 
person  to  lead  our  circulation  depart¬ 
ment.  We  are  a  5-day,  p.m.  community 
daily  with  add’l  niche  publications. 
Responsibilities  include  sales,  service, 
budgeting,  staff  development  and  motiva¬ 
tion.  This  is  a  great  opportunity  if  you 
are  ready  to  run  your  own  department 
and  have  a  minimum  of  5  yrs.  experi¬ 
ence  in  the  newspaper  industry.  Send 
cover  letter  and  resume  to:  Pete  Esser, 
publisher,  The  Oak  Ridger,  RO.  Box 
3446,  Oak  Ridge,  TN,  37831. 

pjesser@oakridger.com 


STATE  CIRCUIJ\TION  SURERVISOR 
The  News-Rress,  located  in  St.  Joseph, 
Missouri,  is  looking  for  a  mature  pro¬ 
fessional  to  lead  our  four  State  District 
Managers.  A  sincere  commitment  to 
customer  service  is  a  must.  This  person 
will  be  responsible  to  lead  our  four  State 
District  Managers.  This  person  will  be 
responsible  for  home  delivery  and  single 
copy  within  a  20  county  area.  Addi¬ 
tionally,  limited  involvement  in  subscrip¬ 
tion  sales  is  also  expected.  This  is  an 
ideal  opportunity  for  a  seasoned  District 
Manager  looking  to  take  the  next  step. 

The  News-Press  is  a  privately  owned, 
155  year  old  company  with  a  very  solid 
management  team.  We  offer  an  above 
average  benefits  package  and  a  great 
opportunity  for  advancement. 

Send  resume  and  cover  letter  to: 

St.  Joseph  News-Press 
RO.  Box  29 

St.  Joseph,  MO  64502 
Attn:  Circulation 


CIRCULA'nON 


RETENTION  MANAGER 
One  of  the  United  States’  10  largest 
newspapers  is  seeking  a  Retention  Man¬ 
ager  to  join  its  Subscriber  Development 
team. 

Reporting  the  Director  of  Circulation  Sales 
and  Retention,  the  successful  candidate 
will  be  responsible  for  managing  the 
papers  subscription  retention  efforts.  This 
will  include  both  the  management  of  exist¬ 
ing  programs  as  well  as  the  development 
of  programs  designed  to  increase  the  long¬ 
term  retention  of  subscribers,  while  enhan¬ 
cing  their  life  value  for  the  paper. 

Candidates  should  have  at  least  five  years 
experience  in  both  subscription  sales  and 
retention  in  either  the  newspaper  or  mag¬ 
azine  industry. 

The  employer  offers  a  competitive  salary, 
complete  benefits  package,  40 IK  and  a 
fast  paced  environment  in  a  major  metro 
market.Rlease  send  resumes  with  salary 
expectations  to: 

circulationl23@aoLcom 
Or  mail  information  to: 

Box  01397,  Editor  &  Rublisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


CIRCUUTION  DISTRICT  MANAGERS 
The  Tampa  Tribune(Tampa,FL.)  is  in  the 
process  of  building  a  new  circulation  team 
and  you  could  be  a  strong  part  of  that 
foundation.  We  are  seeking  experienced  dis¬ 
trict  managers  who  are  obsessed  with 
customer  satisfaction  and  committed  to 
success.  We’ve  got  an  outstanding  news¬ 
paper,  a  terrific  market  and  a  competitive 
compensation  package  include  salary  and 
monthly  bonuses.  If  you’re  ready  to  pack 
your  tools  and  help  us  build,  send  your 
resume  to: 

rbeaty@tampatrib.com 


SINGLE  COPY  SALES  MANAGER 
The  Wilmington  Star-News,  a  56,000 
daily  circulation  newspaper  in  South¬ 
eastern  North  Carolina,  is  seeking  a 
Single  Copy  Sales  Manager.  This  challeng¬ 
ing  position  is  responsible  for  creating 
sales  strategies  to  grow  single  copy  in 
one  of  the  fastest  growing  markets  in  the 
country. 

A  fast-paced  environment,  qualified  can¬ 
didates  must  be  well  organized, 
demonstrate  expertise  in  all  aspects  of 
circulation,  possess  leadership  skills,  a 
winning  attitude,  creativity  and  the 
ability  to  motivate  independent  con¬ 
tractors. 

The  New  York  Times  company  offers  a 
competitive  salary,  bonus  plan,  excellent 
benefits  package  with  ESPP,  SRIP  and 
more.  EEO  Employer;  Drug  Free/Smoke 
Free  Workplace. 

Send  letter/resume  with  salary  require¬ 
ments  to: 

Beverly  A.  Jurgensen 
Human  Resources  Director 
Wilmington  Star-News 
RO.  Box  840 

Wilmington,  NC  28402  or  E-mail  to: 

Beverly,  Jurgensen@wilmingtonstar.com 


ART/EDITORIAL 


ART/EDITORIAL 


Relo  Interactive 

Belo  Interactive,  Inc.  is  an  Internet  start-up,  wholly  owned  subsidiary  of  Belo  Cor¬ 
poration,  one  of  the  nation’s  largest  media  companies.  We  combine  the  fun  and 
freedom  of  a  start-up  environment  with  the  resources  of  an  established,  respected 
company  headquartered  in  Dallas.  This  is  an  amazing  opportunity  to  get  in  on  the 
ground  floor  of  what  amounts  to  a  marriage  between  traditional  media  and 
technology. 

Belo  Interactive  has  an  immediate  opening  for  the  following  position: 

Senior  Graphic  Designer 

The  Senior  Graphic  Designer  will  oversee  creative  projects  from  conception  to 
implementation.  You  are  responsible  for  executing  the  creative  plans  for  branding 
initiatives,  product  rollouts,  and  web  promotions.  Graphic  capabilities  and  interest 
must  range  from  traditional  collateral  design,  advertising  design,  and  web  page 
design.  You’ll  be  responsible  for  converting  designs  to  HTML,  and  making  them  com¬ 
patible  for  online  use.  You  should  have  a  good  understanding  of  online  design, 
interest  in  the  high  tech  industry,  and  the  ability  to  conceptualize  campaign 
messages  creatively  both  through  message  and  graphics. 

Must  have  5  7  years  of  design  experience  with  an  interest  in  managing  creative  pro¬ 
jects  as  well  as  design.  Formal  graphic  design  training,  web  design  experience  and 
an  understanding  of  interactive  media  are  necessary.  Should  be  proficient  in  all 
creative  graphic  programs  like  Quark,  RhotoShop,  Illustrator,  Flash  and  others. 

Please  send  resumes’  to: 

Belo  Interactive  E-mail  to  bijobs@wfaa.com  with  the  job  title  in  the  subject  line 
Attn.  Recruiter 
606  Young  Street 
Dallas,  Texas  75202 

Equal  Opportunity  Employer 
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-HELP  WANTED- 


CIRCULATION 


SALES  TO  ESTABLISH  and  maintain 
circulation  promotions  and  sales  pro¬ 
gram  for  20K  and  growing  daily. 
Includes  NIE,  kiosk  sales,  DM  and  car¬ 
rier  promotions.  Must  be  a  goal  oriented 
and  have  good  organization,  communi¬ 
cation  skills.  Marketing  or  sales  experi¬ 
ence  required.  Send  resume  to: 

Circulation  Manager 
RO.  Box  968 
Hickory,  NC  28602 

email:  psipe@piedmontpublishing.com 


EDITORIAL 


ADVANCEMENT 

See  how  far  your  newspaper  career  can 
go  with  Boone  Newspapers,  Inc.  See  the 
JOBS  page  at  our  web  site: 

www.boonenewspapers.com 


ARE  YOU  A  MOTIVATED  individual 
possessing  a  professional  attitude  seek¬ 
ing  a  career  with  potential?  The  Ogden 
Newspapers  is  looking  for  good  people 
to  fill  current  positions  at  our  36  daily 
newspapers.  Checkout  our  Career  Op¬ 
portunity  page  at: 

www.ogdennews.com/opportunities 


THE  POST  AND  COURIER  of 
Charleston,  S.C.,  has  openings  for  two 
experienced  police  reporters.  Applicants 
should  be  lively  storytellers  with  a  hard- 
nosed  and  inquisitive  attitude  toward 
reporting.  Send  resume,  cover  letter  and 
clips  tO;  Dan  Conover,  city  editor.  The 
Post  and  Courier,  Charleston,  S.C. 
29403.  For  more  information,  contact 
Conover  at  (843)  937-5565  or  via  e- 
mail  at:  conover@postandcourier.com. 


EDITORIAL 


EDITORIAL 


EDITORIAL 


ASSOCIATE  EDITOR/NEWS 
We  want  a  newshound  to  cover  the  hous¬ 
ing  industry  for  our  award-winning  suite 
of  Web  sites.  Based  in  Washington, 
D.C.,  you’ll  cover  daily  news  on  housing, 
remodeling,  and  renovation,  building  pro¬ 
ducts  and  the  Internet.  You’ll  work  the 
wires  to  produce  our  daily  newsfeed, 
report  original  national  and  local  articles 
on  the  housing  industry,  and  create  our 
weekly  e-mail  newsletter  that  goes  out  to 
industry  professionals.  Requirements 
include  a  minimum  of  three  years’  expe¬ 
rience  in  daily  news  reporting,  proven 
ability  to  fully  report  and  turn  around 
articles  on  tight  deadlines,  and  a  sef- 
starting  attitude.  Knowledge  of  and 
experience  in  the  housing  industry  and 
production  of  e-mail  newsletters  a^e 
desired,  but  quick  learners  may  apply. 
Some  travel  required  for  reporting  from 
the  field,  conferences  and  industry 
showcases.  Competitive  salary,  great 
benefits,  and  401  (k).  Send  cover  letter, 
resume,  salary  requirements  and  five 
writing  samples  tO: 

Dept.  AE-News/JB 
Hanley-Wood,  LLC 
One  Thomas  Circle  NW,  Suite  600 
Washington,  DC  20005 
Fax:  202-785-1974 
E-mail:  ioblO@hanley-wood.com 
Visit  us  at  http://www.hanley-wood.com 
No  phone  calls,  please 
EOE 


EDITOR:  FOR  SEMI-weekly  newspaper 
headquartered  in  Franklin,  VA  Excellent 
salary,  benefits.  Call  Jamie  Brown  or 
Hanes  Byerly  (800)  562-9822. 


EDITORIAL 


Obsessive  Workaholic  Needed.  Now. 

’ "  Phoenix  New  Times  did  not  become  Arizona's 

dominant  newspaper  by  chance.  Its 
journalistic  excellence  was  built  story  by 
story,  with  reporting  that  has  earned  the 
/  paper  countless  national  awards.  New 
Times  writers  have  won  the  Arizona  Press 

^ _ _  Club's  Journalist  of  the  Year  award  six 

years  running,  and  the  state's  highest  honor 
^  investigative  reporting  —  the  Don  Bolles 

Award  —  seven  of  the  past  nine  years. 

New  'Times,  the  nation's  largest  and  most-honored  publisher  of 
alternative  newsweeklies,  is  now  seeking  an  editor  to  continue  the 
tradition  at  its  flagship  paper.  Applicants  should  have  a  fine  touch 
with  copy,  experience  crafting  stories  in  magazine  style,  and 
reporting  chops  that  can  shred  a  blowhard  in  30  seconds  or  less. 

The  job’s  demanding.  And  it’s  damn  sure  fun. 

Applicants  should  send  cover  letter,  resume  and  clips  to: 

Christine  Brennan,  Executive  Managing  Editor 
New  Times  Inc. 

P.O.  Box  5970 
Denver,  CO  80217 


NewTimes 


THE  BETTER  ALTERNATIVE  TO  DAILY  JOURNALISM 


To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com.  i 


REPORTER 

Adweek  is  expanding  its  editorial  staff. 
We’re  looking  for  a  highly  motivated 
reporter  for  a  key  post  in  the  L.A. 
bureau.  Background  covering  advertising 
and  marketing  a  major  plus.  We  need  a 
strong  writer  and  team  player  who  can 
break  news  and  work  on  tight  deadlines. 
Excellent  work  environment,  great  bene¬ 
fits.  Send  resume  and  clips  tO: 

Editor,  Adweek 
5055  Wilshire  Blvd. 

Los  Angeles,  CA  90036 
Equal  opportunity  employer. 
(Absolutely  NO  phone  calls) 


REPORTER 

Accurate,  aggressive  and  prolific  reporter 
sought  for  anticipated  early  2001  open¬ 
ing  at  award  winning  Nevada  twice- 
weekly  less  than  half  an  hour  away  from 
the  bright  lights  of  Las  Vegas. 

Call  Marie  at:(775)  727-5102 
or  fax  letter  of  interest  and  resume  to: 
(775)727-5309 

EDITORIAI, 
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BUSINESS  REPORTER 
San  Fernando  Valley  Business  Journal 
seeks  a  business  reporter  to  cover  Los 
Angeles’  San  Fernando  Valley.  Appli¬ 
cants  should  be  skilled  in  both  breaking 
news  and  in-depth  reporting  some  busi¬ 
ness  writing  experience  is  preferred. 
Send  resumes  and  clips  tO: 

pmatsuda@sfvbj.com  or  by  mail  tO: 

Michael  Hart,  Editor 
S.F.  Valley  Business  Journal 
21300  Victory  Blvd,  Suite  205 
Woodland  Hills,  CA  91367 


EDITORIAL  POSITIONS 
Yuma  Daily  Sun,  daily  serving  sunny 
southwest  Arizona,  seeks  reporter  and 
sports  editor.  Spanish  skills  helpful.  Also 
accepting  applications  for  copy  desk  pos¬ 
tions.  Contact: 

City  Editor  John  Vaughn 
520-539-6850,  or  E-mail  to 
jvaughn@yumasun.com 
Or  clips,  resume  to: 

PO.  Box  271,  Yuma,  AZ  85366 

EDITORIAL 
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Relo  Interactive 

Belo  Interactive,  Inc.  is  an  Internet  start-up,  wholly  owned  subsidiary  of  Belo  Cor¬ 
poration,  one  of  the  nation’s  largest  media  companies.  We  combine  the  fun  and 
freedom  of  a  start-up  environment  with  the  resources  of  an  established,  respected 
company  headquartered  in  Dallas.  This  Is  an  amazing  opportunity  to  get  in  on  the 
ground  floor  of  what  amounts  to  a  marriage  between  traditional  media  and 
technology. 

Belo  Interactive  has  an  immediate  opening  for  the  following  positions: 

Regional  News  and  Operations  Director 

Dallas  based  Belo  Interactive,  Inc.  is  seeking  a  professional  News  and  Operations 
Director  based  in  Dallas  to  manage  our  interactive  news  and  production  operations 
of  Web  sites  in  Providence,  Charlotte,  Norfolk,  Louisville,  New  Orleans  and  St. 
Louis.  Ideal  candidate  will  have  a  sophisticated  understanding  of  the  role  of  journal¬ 
ism  in  the  new  media,  as  well  as  5-h  years’  of  managerial  experience  in  a 
newsroom.  The  Director  will  work  through  on-site  managers  in  communicating  the 
human  and  capital  resource  needs  of  the  Web  sites  to  senior  management  at  Belo 
Interactive,  as  well  as  organize  the  execution  at  the  sites  of  initiatives  centrally  con¬ 
ceived.  A  frequent  amount  of  travel  to  properties  of  responsibility  is  required. 

Belo  offers  a  comprehensive  compensation  package  including  a  full  range  of  benefits 
designed  to  reward,  dedication,  hard  work,  loyalty  and  performance.  For  more 
information  regarding  Belo  Corporation,  please  visit  our  website  at:  www.belo.com. 

Website  News  Producer 

The  candidate  for  this  position  should  have  strong  journalistic  skills  with  the  ability 
to  make  editorial  decisions  on  website  news  content  to  work  for  wfaa.com.  You  will 
be  part  of  the  special  project  team  working  on  the  Digital  Convergence  content. 
Strong  understanding  and  working  knowledge  of  browsers  and  web  servers,  famil¬ 
iarity  with  HTML,  Avstar  Newsroom  System  and  other  various  software  packages. 
Need  to  demonstrate  ability  to  learn  new  programs  quickly.  Should  be  a  self-starter 
with  ability  to  work  on  multiple  projects.  Participate  in  the  planning  and  implemen¬ 
tation  of  web  projects.  A  minimum  of  1-3  years  experience  working  in  a  news 
environment  is  preferred.  A  college  degree  in  related  field  is  required. 

Please  send  resumes’  to: 

Belo  Interactive  E-mail  to  bijobs@wfaa.com  with  the  job  title  in  the  subject  line 
Attn.  Recruiter 
606  Young  Street 
Dallas,  Texas  75202 

Equal  Opportunity  Employer 
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COPY  EDITORS 

The  Times-Picayune,  New  Orleans' 
272,000  circulation  daily  newspaper,  is 
looking  for  senior  copy  editors  to  handle 
rim  and  slot  work  on  its  main  news 
desk. 

We  need  people  with  strong  news  judge¬ 
ment  and  word  skills  as  slot  editors,  our 
last  line  of  defense  before  the  stories  hit 
the  press-  people  who  can  find  a  hole  in 
a  story,  know  when  a  lead  has  gone 
wrong,  make  a  bad  headline  good  and 
turn  a  good  one  into  a  grabber. 

If  you’re  a  good  editor,  we'd  like  to  hear 
from  you.  Successful  candidates  will  love 
language,  be  able  to  grasp  the  big 
picture  of  the  news  of  the  day  and  serve 
as  a  sounding  board  for  the  news  editors 
crafting  our  daily  A-1  news  packages. 

Five  years  of  daily  news  and/or  copy 
desk  experience  required.  Experience 
with  zoning  is  helpful.  Live  in  America’s 
most  interesting  city,  and  join  the  team 
that  has  made  The  Times-Picayune  a 
great  paper. 

Send  resume  and  work  samples  to; 

Lynn  Cunningham 
Assistant  to  the  Editor 
The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  70140 
An  Equal  Opportunity  Employer  M/F 


WIRE  EDITOR 

Wire  editor  to  select  Associated  Press 
stories,  photos  and  graphs,  and  lay  out 
inside  pages  of  6,000  circulation  daily. 
State-of-the-art  equipment.  Macintosh 
computers.  Quark  Express,  Photoshop. 
Challenging  work;  pleasant  working  con¬ 
ditions.  11 -member  newsroom.  Family 
owned  and  operated.  Also  owns  and 
operates  local  tv  station.  Small-town 
atmosphere.  Located  on  island. 
Opportunity  for  advancement.  Profit  stiar- 
ing  plan,  paid  vacation,  sick  leave, 
medical/dental  insurance  plan,  and 
401(k).  Send  letter,  resume  and  clips  to: 
Tena  Williams,  Publisher 
Ketchikan  Daily  News 
501  Dock  Street 
Ketchikan,  Alaska  99901 


MANAGING  EDITOR 

Chatsworth  based  publishing  company 
seeks  qualified  Managing  Editor  for  fast 
growing  adult  industry  trade  Internet 
publication.  This  candidate  must  be 
highly  accomplished  and  a  creative  com¬ 
municator  capable  of  commanding  the 
respect  of  the  staff  and  leading  them 
into  the  future  of  e-commerce. 

Should  also  possess  strong  communica¬ 
tion  skills,  and  a  thorough  foundation  in 
journalistic  ethics  and  news  values. 
Responsibilites  include  creating  and 
assigning  story  assignments,  proofread¬ 
ing  all  copy,  maintaining  department 
budget.  Previous  magazine  experience 
and  strong  understanding  of  the  Internet 
preferred. 

Competitive  salary  full  benefits  including 
401(k)  plan.  Casual  atmosphere  and 
dress.  Fax  resume  attention  Darren  to: 

(818)718-5795 


EDITORIAL 


EDITOR 

The  Daily  Press,  a  combined  38,000 
daily  newspaper  in  the  High  Desert  of 
Southern  California,  is  seeking  a  strong 
editor  with  at  least  five  years  of  experi¬ 
ence. 

Candidates  should  have  a  background  in 
management,  excellent  editing  skills, 
good  news  judgment,  familiarity  with 
hc.rd  news,  producing  special  sections, 
web  news  and  page  layout.  An  ability  to 
motivate,  coach  and  mold  both  long¬ 
time  as  well  as  young,  inexperienced 
reports  to  produce  quality  stories  is  also 
a  must. 

Qualified  candidates  should  send  letter 
and  resume,  including  salary  require¬ 
ments  to: 

E.  A.  Nichols,  Jr. 

POBox  1389 

Victorville,  CA  92393-1389  or 
by  e-mail  tO:jweldon@link.freedom.com 


ENTRY  LEVEL  OPENING  at  small  paper 
that  thinks  big  in  competitive  market. 
Bring  the  right  attitude  and  skills  and  we 
will  do  the  training.  Mail  resume  and 
writing  samples  to:  Managing  Editor, 
The  Saratogian,  20  Lake  Ave.,  Saratoga 
Springs  NY  12866. 

EXPERIENCED  WRITER/EDITOR  with 
Capitol  Hill  reporting,  pagination  and 
managerial  skills  seeks  challenging  posi¬ 
tion  in  D.C.  area.  (301)  441-8066  or 
Mturner292@aol.com. 


FEATURES  COPY  EDITOR 
The  News  &  Observer,  one  of  the 
nation’s  most  ambitious  and  best 
regional  newspapers,  seeks  a  creative, 
experienced  copy  editor  for  our  award¬ 
winning  features  department.  The  ideal 
candidate  has  at  least  5  years  daily 
experience,  an  appreciation  for  storytell¬ 
ing,  an  exceptional  command  of  gram¬ 
mar,  style  and  punctuation  and  a  gift  for 
writing  great  features  headlines.  The 
N&O  (170,000  daily/210,000  Sunday) 
values  features,  and  our  Raleigh- 
Durham-Chapel  Hill  region  is  a  great 
place  to  live  and  work.  To  apply,  send 
cover  letter,  resume  that  includes 
references  and  your  10  all-time  best 
headlines  to: 

Melanie  Sill,  Managing  Editor 
The  News  &  Observer 
215  S.  McDowell  Street 
Raleigh,  NC  27601 

GOVERNMENT/COURT  REPORTER 
Government  and  court  reporter  for 
30,000  circulation,  afternoon  daily 
newspaper  north  of  Pittsburgh.  This  posi¬ 
tion  offers  the  opportunity  for  daily 
deadline  reporting  as  well  as  in-depth 
stories.  Send  resume  and  samples  of 
work  to: 

Mark  Mann,  Managing  Editor 
Butler  Eagle 

RO.  Box  271,  Butler.  PA  16003 
Fax:  (724)  282-4180 


MANAGING  EDITOR  WANTED  for  grow¬ 
ing  AM  in  Sanford,  N.C.,  half-hour  south 
of  Raleigh.  Supervise  night  desk.  Write 
to  Editor  Jay  Thwaite,  Sanford  Herald, 
RO.  Box  100,  Sanford  NC  27331 
or  email  to;  editor@sanfordherald.com 
NOVEMBER  27,  2000 
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HEADING  ASSISTANT  ARTS  EDITOR 
The  Atlanta  Journal-Constitution  is  look¬ 
ing  for  an  assistant  arts  &  entertainment 
editor  to  help  plan  and  edit  our  Sunday 
Arts  and  Weekend  Preview  sections  as 
well  as  daily  arts  stories. 

Need  a  solid  No.  2  person  who  is  a 
strong  line  editor,  has  a  gift  for  working 
one-on-one  with  reporters  to  produce 
well-written  pieces  and  has  experience 
in  putting  out  solid  arts  sections.  Editor 
should  have  broad  knowledge  of  arts  & 
entertainment  field,  and  preferably  be  an 
avid  consumer  of  the  arts,  and  strong 
news  judgment.  Strong  writing  ability, 
headline  writing  ability  would  be  pluses. 
Job  Requirements: 

Five  years  of  daily  newspaper  editing 
experience;  management  experience  pre¬ 
ferred.  Send  resume  and  work  samples 
to: 

Angela  Tuck,  News  Personnel  Manager 
Atlanta  Journal-Constitution 
RO.  Box  4689,  Atlanta,  GA.  30302 
Phone:  404-526-5472 
Fax:  404-526-5033 
E-mail:  atuck@ajc.com 


LOOKING  FORWARD  TO  covering  the 
holiday  shopping  rush  this  year?  If  not, 
maybe  it’s  time  you  started  shopping  for 
a  new  job.  How  about  a  business  report¬ 
ing  job  where  you’ll  really  learn  some¬ 
thing,  with  normal  hours  and  great  work¬ 
ing  conditions?  Crain’s  Detroit  Business 
is  looking  for  scoop-oriented  reporters  to 
dissect  one  of  the  nation’s  largest  busi¬ 
ness  communities.  We  need  critical- 
thinking  reporters  to  dissect  with  at  least 
a  few  years  of  professional  experience. 
Business  news  experience  a  plus,  but 
not  mandatory.  And  our  best  perk:  a  40 
cent  Coke  machine.  You  know  the  drill 
cover  letter,  resume,  clips.  On  your  way 
to  cover  those  busy  shoppers  lining  up  at 
6  a.m.  drop  off  your  application  to: 

Philip  Nussel,  Managing  Editor 
Crain’s  Detroit  Business 
1400  Woodbridge,  Detroit,  Ml  48207 
or  PNussel@crain.com 


EDITOR  AND  WRITERS 
The  Potomac  News,  an  aggressive 
Northern  Virginia  daily  in  the  Media 
General  chain,  has  the  following  open¬ 
ings. 

•  Editors:  night  news  editor,  copy  desk 
chief,  assistant  news  editor.  Positions 
require  3-5  years  experience  and 
knowledge  of  Quark. 

•  Reporters:  news  and  sports.  Sports 
positions  require  Quark  experience. 

Apply: 

Ellen  Mitchell,  Potomac  News 
RO.  Box  2470 
Woodbridge,  VA  22195 


NO  WINTER!  Experienced  reporters  and 
copy  editors.  Immediate  openings  on 
growing  daily  in  growing  city.  Contact: 

Tom  Miller,  Managing  Editor 
Today’s  News-Herald 
2225  W.  Acoma  Blvd. 

Lake  Havasu  City,  /\Z  86404 
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MANAGING  EDITOR,  ASSIGNMENT 
The  Herald  News,  a  46,000-circulation 
daily  in  northeastern  New  Jersey  just  25 
minutes  from  Times  Square,  seeks  a 
leader  with  a  distinguished  record  of 
accomplishment,  at  least  12  years  expe¬ 
rience  as  both  reporter  and  editor  and, 
ideally,  exposure  to  a  diverse  market. 
We’re  building  a  staff  and  creating  a  new 
newspaper.  This  is  a  challenge  for  a 
seasoned  pro  committed  to  excellence 
and  enterprise.  The  successful  candidate 
will: 

•  coordinate  the  assignment  and  editing 
of  overnight  and  enterprise  work  from 
three  desks:  city,  features  and  busi¬ 
ness 

•  have  primary  responsibility  for  major 
enterprise  projects  from  his  desks  and 
their  nearly  50  staffers 

•  effectively  recommend  hiring,  promo¬ 
tion  and  discipline  for  the  desks  he 
oversees 

•  work  effectively  with  the  managing 
editor  to  ensure  that  assignment  and 
production  desks’  practices  and  ob¬ 
jectives  are  complementary  and  con- 
sis-stently  produce  a  better  newspaper 

•  report  directly  to  the  editor 

Write  to  James  M.  McGarvey,  Editor 
Herald  News 

One  Garret  Mountain  Plaza 
CN  473,  West  Paterson,  N.J.  07424 
e-mail  to:  mcgarvey@NorthJersey.com 
Deadline  for  receipt  of  inquiries  is  Fri¬ 
day,  Dec.  8. 


COPY  EDITOR 

The  York  Daily  Record,  a  43,700- 
circulation  a.m  ,  consistently  voted  the 
best  paper  its  size  in  Pennsylvania, 
needs  a  talented  page  designer  and  copy 
editor  to  join  our  staff  in  York  County,  a 
scenic,  fast-growing  area  between  Bal¬ 
timore  and  Harrisburg.  Our  newsroom 
values  the  needs  of  the  copy  desk  and 
fosters  good  relationships  between 
editors  and  reporters.  If  a  competitive, 
two-paper  market  excites  you  and  pro¬ 
fessional  development  drives  you,  send 
resume,  tearsheets  to:  News  Editor,  York 
Daily  Record,  RO.  Box  15122,  York,  PA 
17405.  Salary;  $24,685  -  $37,994. 

Check  us  out  at  www.ydr.com.  EOE 


REPORTER 

Looking  for  a  job  where  good  writing  is  a 
priority  and  hard  news  is  plentiful?  Con¬ 
sider  the  Vindicator,  an  award-  winning 
daily  in  northeastern  Ohio.  If  you’re  a 
versatile  writer  and  reporter  and  want  to 
improve  your  skills,  drop  us  a  line.  Send 
cover  letter,  resume  and  clips  to: 

Anthony  G.  Paglia 
Senior  Regional  Editor 
RO.  Box  780 
Youngstown,  OH  44501 


SPORTS  EDITOR,  Central  Pennsylvania  daily, 
PM  Monday  thru  Friday  AM  Saturday;  cover  5 
high  schools.  Division  I  college.  Medical,  401 K, 
entry  level  Ok,  will  train. 

sjnews@uplink.net,  (570)  742-9671 

www.edltorandpublisher.com 
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MANAGING  EDITOR 

The  East  Valley  Tribune  is  seeking  an 
experienced  journalist  for  the  position 
of  Managing  Editor.  One  of  the  newest 
members  of  the  Freedom  Newspaper 
family,  the  East  Valley  Tribune  is 
locked  in  a  fierce  battle  with  the 
Phoenix  metro  daily  for  readers  in  the 
regions  prosperous  East  Valley. 

The  87,000+  circulation  daily’s  next 
managing  editor  will  be  a  highly  com¬ 
petitive,  skilled  professional  with  a 
passion  for  serving  readers,  the  will  to 
fight  a  newspaper  war  and  the  lead¬ 
ership  tools  to  make  the  Tribune  the 
indispensable  news  source  for  the  East 
Valley. 

If  you  are  ready  for  a  challenge  and  for 
a  smart  career  move,  this  may  be  the 
place  for  you.  Send  resume  and 
portfolio  to: 

Editor,  Jim  Ripley 
East  Valley  Tribune 
120  W.  1st  Avenue 
Mesa,  AZ  85210 


NEWS  EDITOR/ 

ASSISTANT  CITY  EDITOR 
We're  looking  for  some  diehard 
newshounds  who  like  challenges  and 
want  to  make  an  impact  on  our  30,000- 
circulation  daily: 

•  News  editor:  An  experienced  leader 
with  solid  news  judgement  and  the 
poise  to  manage  our  copy  desk  at 
night. 

•  Assistant  city  editor.  A  versatile  man¬ 
ager  who  thrives  on  shaping  local 
news  stories  on  deadlines  and  can 
coach  reporters. 

Apply  to  Managing  Editor,  The  Chroni¬ 
cle-Telegram,  225  East  Ave.,  Elyria  OH 
44035. 


PHOTOJOURNALIST  & 
SYSTEMS  MANAGER 
The  Paris  News  is  looking  for  a  photo¬ 
journalist  and  a  systems  manager  who 
can  also  make  a  contribution  in  the 
newsroom.  The  News  offers  competitive 
salaries,  a  comfortable  work  environ¬ 
ment  and  advancment  opportunities  in  a 
growing  company.  Paris  is  a  charming 
community  with  a  low  cost  of  living. 

Contact:  Steve  Brigman 
PO  Box  1078,  Paris,  TX  75461-1078 


NEWS  WRITER/EDITOR  WANTED 
For  community  newspaper  group  in  Tampa, 
FL.  Full-time  managing  or  associate  editor. 
Experience  preferred,  but  will  consider  new 
college  graduated.  Call  (813)  910-2575  or 
e-mail;  neighborhoodnews@msn.com 


THE  MOTION  PICTURE  EDITORS 
GUILD  is  seeking  an  editor  for  our  bi¬ 
monthly  magazine  &  web  site.  Good 
technical  writing  skills  are  critical  for  this 
LA-based,  half  time  job  covering  the 
intersection  of  art  &  digital  media.  See: 
www.editorsguild.com/news.html 
Contact:  stevecohen@mediaone.net 

www.editorandpublisher.com 
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OUR  JOURNALISTS 
ARE  GOING  PLACES... 


During  the  last  12  months,  Fresno 
Bee  writers  have  reported  from  China, 
Australia,  Armenia,  Canada  and  Mex¬ 
ico.  Their  work  has  helped  attract 
attention  to  and  distinguish  our 
newspaper. 

Unfortunately,  the  big  dogs  also  like 
what  they  see.  In  the  past  year,  we’ve 
lost  four  journalists  to  the  L.A.  Times 
and  a  half  dozen  more  to  larger 
newspapers  in  Seattle,  San  Jose, 
Denver  and  Orange  County. 

As  a  result,  we’re  interested  in  talking 
to  top-notch  writers,  photographers, 
graphic  artists  and  editors  in  all  sec¬ 
tions.  If  you  do  first-rate  work  and 
want  it  noticed,  write  to; 

Rich  Marshall,  Senior  Editor 
The  Fresno  Bee 
1626  E  Street 
Fresno,  CA.  93786-0001 
Equal  Opportunity  Employer 


MANAGING  EDITOR  FOR  independent 
daily  plus  Sunday  in  central  New 
Hampshire.  We  are  looking  for  a  proven 
leader  who  can  energize  our  news  staff 
and  aggressively  serve  our  readers. 
Excellent  salary,  full  benefit  package  and 
the  freedom  and  the  budget  to  create  a 
great  newspaper.  If  you  can  make  a  dif¬ 
ference  in  the  communities  we  serve, 
please  send  your  resume  to: 

Ed  Shepardson,  The  Eagles  Times 
RFD  2,  Box  301 
Claremont,  N.H.  03743 
Fax:  (603)  542-9705  e-mail, 
etadv@cy  berporta  1.  net 


POLITICAL  REPORTER 
Come  live  in  unspoiled  Idaho  while  cover¬ 
ing  politics  for  the  Lewiston  Tribune,  a 
25,000  a.m.  We  need  someone  who 
can  help  readers  understand  why  they 
should  care.  Includes  staffing  legislature 
in  Boise  each  year,  covering  state, 
national  issues  and  writing  a  weekly  col¬ 
umn.  Send  clips,  resume,  references  to: 

Paul  Emerson,  Managing  Editor 
Lewiston  Tribune 

RO.  Box  957,  Lewiston,  ID  83501  or 
E-mail:  pemerson@lmtribune.com 


REPORTER 

ADWEEK  Magazines  is  looking  for  an 
experienced  reporter  for  its  Dallasbureau. 
Duties;  to  cover  the  fast-paced  advertising 
industry  in  the  Southwest;  to  report  and 
write  breaking  news,  trends  and  feature 
stories  for  the  industry’s  leading  trade 
magazine. 

Requirements:  solid  reporting  skills;  the 
ability  to  meet  daily  deadlines;  a  desire 
to  work  inside  one  of  the  world’s  most 
interesting  and  influential  businesses. 
Salary  negotiable.  Contact; 

Vincent  Coppola,  Editor 
E-mail  to;  vcoppola@adweek.com 
Send  clips  and  resume  to; 

Adweek,  King  Plow  Center 
887  W.  Marietta  St.,  Studio  S-106 
Atlanta,  GA  30318 


EDITORIAL 


BUSINESS  JOURNAL  EDITOR 
Live  and  work  in  one  of  the  best-kept 
secrets  in  Florida  —  Florida’s  Treasure 
Coast!  Scripps  Treasure  Coast  Newspa¬ 
per  Group  is  looking  for  an  independent, 
forward-thinking  editor  to  dig  in  and 
grow  an  established  and  successful 
monthly  business  publication  to  the  next 
level.  From  Stuart  to  Vero  Beach,  this 
east  coast  Florida  beach  area  boasts  a 
diversified  business  base  that  includes 
agriculture,  technology,  tourism  and 
health  care.  The  perfect  candidate  will 
have  a  strong  business  background,  be  a 
strategic  thinker,  have  experience  in 
independent  publishing,  a  strong  work 
ethic,  and  the  willingness  and  drive  to 
work  hard  for  a  great  sense  of  achieve¬ 
ment.  We  offer  competitive  pay,  excel- 
cellent  benefits,  sun  in  your  face  and  the 
smell  of  salt  in  the  air.  Send  resume  to: 

Larry  Reisman,  Treasure  Coast  Business  Journal 
RO.  Box  1268,  Vero  Beach,  Fla.  32961 


SPORTS  COPY  EDITOR 
The  Stuart  News  is  looking  for  a  copy 
editor  for  its  sports  department.  Candi¬ 
date  should  be  familiar  with  AP  style,  be 
ready  to  challenge  wire  and  local  copy 
and  have  some  pagination  experience. 
The  Stuart  News  is  50,000-circuiation 
Scripps  Howard  paper  located  on  the 
Treasure  Coast  of  Florida.  Send  resume 
and  5  of  your  best  pages  to  Kevin  Con¬ 
way,  sports  editor.  The  Stuart  News, 
RO.  Box  9009,  Stuart,  FL  34995. 


NEWS  EDITOR 

We  have  a  feisty  daily  that  is  battling  a 
metro  in  its  home  market,  and  we  need 
a  news  editor  who  will  help  us  guide  a 
young  staff  to  meet  that  challenge.  We 
cover  communities  that  straddle  the  his¬ 
toric  Erie  Canal  near  Niagara  Falls. 
Strong  writing  and  people  skills,  a  will¬ 
ingness  to  pounce  on  a  story  and  an 
eagerness  to  take  the  paper  to  higher 
levels  are  a  must.  Send  resumes  to; 

Pam  Doto,  Managing  Editor 
Tonawanda  News 
435  River  Road 
North  Tonawanda,  NY  14120 


STAFF  WRITERS 

New  Times,  the  nation’s  leading  pub¬ 
lisher  of  alternative  newsweeklies,  is 
searching  for  news  and  feature  writers 
for  our  newest  acquisition,  FW  Weekly, 
in  Fort  Worth.  We  want  journalists  who 
understand  the  difference  between  mag¬ 
azine-style  reporting  and  the  hurried 
fact-finding  of  daily  papers.  Qualified 
applicants  will  be  able  to  create  well- 
crafted,  compelling  stories  that  explore 
the  issues,  events  and  personalities  of 
their  community.  New  Times  offers  com¬ 
petitive  salaries  and  benefits.  Interested 
candidates  should  send  cover  letter, 
r^sum^,  clips  and  three  well-developed 
story  ideas  to: 

David  Pasztor,  Executive  Associate  Editor 
New  Times,  Inc. 

1910  Jefferson  Avenue 
New  Orleans,  LA  70115 


EDITORIAL 


SPORTS  WRITER 

The  Times-Picayune  is  seeking  a  beat 
writer  to  cover  Louisiana  State  Univer¬ 
sity,  one  of  the  most  important  positions 
in  the  department.  Applicants  should 
have  3-5  years  experience,  the  desire  to 
break  news,  the  ability  to  work  indepen¬ 
dently  and  the  mindset  to  generate 
enterprise  stories.  If  you  are  a  thinker, 
not  just  a  writer,  send  writing  samples 
(two  deadline  game  stories,  two 
enterprise  stories  and  two  feature 
stories),  a  resume  and  references  to: 

Steve  Rocca,  Sports  Editor 
The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  70125-1429 
An  Equal  Opportunity  Employer,  M/F 


TRI-WEEKLY  IN  beautiful  foothills  of 
North  Carolina  needs  progressive  editor 
to  lead  staff  of  5.  contact  Rebel  Good, 
Publisher:  rgood@elkintribune.com  or 
call  (336)  835-1513 


MANAGING  ED'TOR 

As  Parlo’s  world-class  Managing  Editor, 
you  will  help  build  the  leading  interna¬ 
tional  brand  for  language  and  culture  e- 
learning.  You  will  establish  an  editorial 
strategy  and  voice  that  will  attract  and 
serve  users  around  the  world.  You  will 
supervise  reporters  and  editors  and 
report  directly  to  Parlo’s  Executive  Pro¬ 
ducer. 

•  Minimum  of  five  years  of  journalism 
experience,  preferably  in  business 
and/'or  travel  media. 

•  Web,  multimedia  and  broadcast  expe¬ 
rience  and  familiarity  with  Internet 
business  development  and  syndication 
models  are  needed. 

•  It  is  necessary  to  have  at  least  a  work¬ 
ing  knowledge  of  one  or  more  foreign 
languages. 

Attn:  Human  Resources 
Fax:  (212)204-6501  or  email 
jobs@parlo.com 


BENNINGTON  -  THE  BENNINGTON 
BANNER,  an  8,000  circulation  daily  in 
southern  Vermont,  seeks  a  bright, 
curious  reporter.  Grow  with  us. 

Apply  to  Editor  Robin  Smith,  425  Main 
Street,  Bennington,  Vermont  05201 

THE  NEWS  &  OBSERVER  of  Raleigh,  N.C.,  a 
consistent  APSE  award  winner  in  a  vibrant, 
growing  market,  is  looking  for  an  assistant 
sports  editor  to  oversee  the  department’s 
night  operations.  This  is  a  demanding,  yet 
rewarding  job,  that  requires  a  creative, 
energetic  individual  with  strong  news  judg¬ 
ment  who  knows  how  to  pull  together  a  com¬ 
prehensive  and  compelling  section,  manage  a 
talented  desk  staff  of  eight,  make  tight 
deadlines  consistently  and  work  well  within 
overtime  and  space  budgets. 

Minimum  of  five  years  desk  experience 
required.  Send  resume,  clips  and  references 
to: 

Melanie  Sill,  managing  editor 
The  News&Observer,  215  S.  McDowell  St. 

Raleigh,  N.C.  27601 


NOVEMBER  37,  2000  EDITOR  &  PUBLISHER  CLASSIFIEDS  C7 


Phone:  1-888-825-9149  ~  GimiFIED  ADVEBTISIH6  -  Fax:(646)654-5312 

770  Broadway,  7th  Floor,  New  York,  NY  10003  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


EDITORIAL 


REPORTER 

The  San  Jose  Mercury  News  is  seeking 
an  experienced  reporter  to  join  our  expan¬ 
ding  Sacramento  bureau.  Candidates 
must  have  top-flight  writing  and  report¬ 
ing  skills  and  a  talent  for  breathing  life 
into  stories  about  politics  and  gov¬ 
ernment.  Send  clips  tO: 

Ben  Stocking,  California  Editor 
San  Jose  Mercury  News 
750  Ridder  Park  Drive 
San  Jose,  CA  95190 
or:  bstocking@sjmercury.com 


INFORMATION  SYSTEMS 


DIRECTOR  OF  INFORMATION  SYSTEMS 
Media  General’s  Publishing  Division  is 
seeking  a  Director  of  Information  Systems 
who  will  report  to  the  VP  of  Operations 
for  the  Publishing  Division.  This  position 
will  be  responsible  for  researching,  plan¬ 
ning,  and  implementing  computer  based 
solutions  for  the  operating  needs  of  all 
Media  General  Community  newspapers. 
Ideal  candidate  will  have  strong  man¬ 
agement,  development  and  planning 
skills  in  both  the  business  administration 
and  information  systems  fields,  and  able 
to  prioritize  IT  projects  and  procedures 
based  analysis  of  available  resources  and 
company  goals.  Minimum  8  years  expe¬ 
rience  in  IT  environment  with  a  BS/BA  in 
a  relevant  field  or  equivalent  desired. 
This  position  will  be  based  in  Media 
General's  corporate  headquarters  located 
in  Richmond,  Virginia. 

Qualified  applicants  should  forward  a 
resume  and  salary  requirements  to: 

Human  Resources 
R  0.  Box  85333 

Richmond,  VA  23293  E-mail  address: 
employment@mediageneral.com 


PROGRAMMER/ANALYST 
The  San  Diego  Union-Tribune  is  seeking 
a  Programmer/Analyst  to  join  our 
Information  Technology  Team. 
Responsibilities  include  all  facets  of 
software  life  cycle,  including  analysis, 
design,  development,  testing,  installation 
and  maintenance  of  software  solution  for 
business  requirements. 

Qualified  candidate  will  have  a  minimum 
of  3  years  of  software  development  expe¬ 
rience  in  a  Client/server  environment. 
Knowledge  of  UNIX  operating  system 
and  standard  SQL  databases  preferred. 
Familiarity  with  SQL,  PROGRESS,  Visual 
Basic  or  JAVA  programming  languages  is 
a  plus.  College  degree  preferred  in  Com¬ 
puter  Science  or  Management  Informa¬ 
tion  Systems. 

The  San  Diego  Union-Tribune  offers  an 
excellent  benefit  and  compensation 
package  to  include  medical,  dental,  vis¬ 
ion,  401(k),  paid  vacation,  and  more. 

If  you  meet  the  above  qualifications  and 
are  interested,  please  send  resume  and 
salary  history  to: 

The  San  Diego  Union  Tribune 
Job  #49-00/ASEP 
RO.  Box  120191 
San  Diego,  CA  92112-4106 
Ore-mail  resume  to:  utit@uniontrib.com 
(word  documents  only  please) 


MARKETING 


MARKETING  DIRECTOR  TO  grow  twice- 
weekly  revenues  in  expanding, 
sophisticated  resort  market.  Demo¬ 
nstrated  skills  in  training,  team  motiva¬ 
tion,  telemarketing,  classified  growth. 
Quark  pagination,  budgeting,  co-op,  pro¬ 
motions,  agency  presentations.  $50,000 
salary/bonus.  Resume  to; 

W.C.  O’Donovan,  Publisher 
The  Virginia  Gazette 
216  Ironbound  Road 
Williamsburg,  VA  23188 
Fax:  (757)  220-1665  ore-mail: 
damory@cpc.chaspub.com 


VICE  PRESIDENT/MARKETING 
Community  Newspaper  Holdings,  Inc. 
has  an  immediate  management  op¬ 
portunity  in  its  Birmingham,  AL.,  head¬ 
quarters  for  a  vice  president  of  market¬ 
ing.  This  senior-level  position  is  responsi¬ 
ble  for  development  and  implementation 
of  marketing  strategies  for  our  more  than 
200  community  newspapers. 

This  executive  will  assist  our  papers  in 
building  revenue  growth  and  in  strategic 
planning.  The  outstanding  candidate  will 
possess  the  ability  to  design,  implement 
and  analyze  research;  make  recommen¬ 
dations  to  our  publishers  and  executive 
management;  then  follow  through  to 
ensure  effective  application  by  the 
newspapers'  sales  and  marketing  staffs. 
The  VP/Marketing  reports  to  enhi's  two 
Senior  Vice  President/COOs.  He  or  she 
will  be  supported  by  directors  of  national 
sales,  advertising  and  marketing. 
Exceptional  leadership  and  communica¬ 
tion  skills  are  a  must  and  applicants 
should  show  a  successful  track  record  in 
competitive  media  sales  environment. 
Moderate  travel  is  required. 

Our  company,  founded  in  1997,  offers 
both  the  dynamic  atmosphere  suggested 
by  our  rapid  growth  and  solid  grounding 
in  a  strict  adherence  to  the  highest 
ethical  standards. 

enhi  provides  its  employees  an  excellent 
benefits  package.  Our  management 
recognizes  and  rewards  initiative  and 
success. 

If  you  meet  the  description  above  and 
are  ready  to  do  the  best  work  of  your 
career,  submit  a  resume  with  salary  his¬ 
tory  and  references  to: 

Senior  VP/COO  Donna  Banett 
E-Mail:DMBarrett@cnhi.com 
Senior  VP/COO  Kevin  Kampman 
E-Mail:KMKampman@cnhi.com 
enhi 

3500  Colonnade  Parkway 
Suite  600,  Birmingham,  AL  35243 
Equal  Opportunity  Employer 


CLASSIFIED  ADVERTISERS: 
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NEW  MEDIA  I  NEW  MEDIA 


Re!o  Interactive 


Belo  Interactive,  Inc.  is  an  Internet  start-up,  wholly  owned  subsidiary  of  Belo  Cor¬ 
poration,  one  of  the  nation’s  largest  media  companies.  We  combine  the  fun  and 
freedom  of  a  start-up  environment  with  the  resources  of  an  established,  respected 
company  headquartered  in  Dallas.  This  is  an  amazing  opportunity  to  get  in  on  the 
ground  floor  of  what  amounts  to  a  marriage  between  traditional  media  and 
technology. 

Belo  Interactive  has  an  immediate  opening  for  the  following  positions: 

Database  Director 

As  the  Database  Director,  you  are  responsible  for  building  and  managing  a  Universal 
Registration  marketing  database,  developing  various  data  models,  and  laying  the 
foundation  for  a  robust  customer  relationship  management  program.  You  will  be 
responsible  for  designing  and  implementing  programs  for  continually  building  this 
new  marketing  database,  and  then  capitalizing  on  the  gathered  customer  informa¬ 
tion  in  both  sales  and  marketing  initiatives.  Serving  as  the  leader  of  our  cross- 
departmental  task  force,  you  will  oversee  the  formal  needs  analysis  process  and 
database  development.  Responsibilities  also  include  managing  the  day-to-day  oper¬ 
ation  of  the  marketing  databases,  including  data  integrity,  updates,  data  cleansing, 
appends,  and  selections.  Data  mining  analysis  is  a  key  responsibility.  Candidates 
will  be  expected  to  provide  marketing  insights  in  meeting  business  objectives,  draw¬ 
ing  on  their  database  marketing  experience. 

A  college  degree  in  Computer  Science,  MIS  or  Marketing  and  a  minimum  of  7  years 
of  experience  managing  database  development  projects. 

Interactive  Sales  Coordinator 

Belo  Interactive  is  seeking  three  Sales  Coordinators  to  join  our  fast-paced  and  grow¬ 
ing  Internet  Company.  The  Sales  Coordinator  will  be  responsible  for  training,  and 
assisting  WFAA,  The  Dallas  Morning  News,  and  TXCN  Account  Executives  with 
Internet  advertising  sales.  Responsibilities  will  also  include  generating  revenue  from 
the  sale  of  banners,  content  and  sponsorships.  Will  actively  participate  on  sales 
calls  with  offline  partners.  The  person  in  this  role  will  work  closely  with  the 
Interactive  Sales  Manager.  The  best  candidate  must  possess  the  ability  to  “think  out 
of  the  box’’  and  develop  new  and  innovative  advertising  programs. 

A  college  degree  in  a  related  field  with  two  years  of  media  experience  is  necessary. 

Please  send  resumes'  to: 

Belo  Interactive  E-mail  to  bijobs@wfaa.com  with  the  job  title  in  the  subject  line 
Attn.  Recruiter 
606  Young  Street 
Dallas,  Texas  75202 

Equal  Opportunity  Employer 


\  E&P  EMPLOYMENT  ZONE  CHART 


\  Use  zone  number  to  indicate  location  without  specific  identification 
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NEW  MEDIA 


DIRECTOR  OF  INTERNET  SERVICES 
Add  Inc,  an  employee-owned  company 
and  one  of  the  Country's  leading  pub¬ 
lishing  and  printing  companies,  has  an 
opening  for  a  Director  of  Infernet  Ser¬ 
vices. 

The  position  will  be  responsible  for: 

•  Creating  and  implementing  sales 
strategies  aimed  at  bringing  local  auto 
dealerships  and  real  estate  companies 
to  the  Internet. 

•  Establishing  a  sales  plan 

•  Setting  and  working  with  a  yearly 
budget 

•  Hiring  personnel 

A  preferred  candidate  will  have  a  strong 
sales  background,  with  an  interest  in 
bringing  those  skills  to  an  Internet  based 
product.  Experience  with  Internet  pro¬ 
grams,  web  design  and  publishing 
knowledge  preferred. 

Add  Inc  is  one  of  seven  media  related  com¬ 
panies  owned  by  Journal  Communica¬ 
tions,  publishers  of  the  Milwaukee 
Journal  Sentinel,  as  well  as  operators  of 
several  local  radio  and  television  sta¬ 
tions. 

Add  Inc  provides  an  excellent  compensa¬ 
tion  package.  We  offer  health  and 
dental  insurance,  life  and  AD&D  insur¬ 
ance,  short-term  disability  insurance, 
profit  sharing,  401  (k)  retirement  pro¬ 
gram,  pension  plan,  employee  stock 
ownership  and  incentive  bonus  program. 
Send  your  cover  letter  and  resume  to: 

Add  Inc 

Attn:  Human  Resources  Dept. 

R  0.  Box  609,  Waupaca,  Wi  54981 
Fax:  (715)258-8469 


PHOTOGRAPHY 


The  News-Sun,  Kendallville,  Indiana.,  an 
award  winning  and  growing  seven-day-a- 
week  newspaper,  is  looking  for  a  full¬ 
time  photographer.  Send  resume  to 
Terry  Housholder,  The  News-Sun,  RO. 
Box  39,  Kendallville,  IN  46755. 


-HELP  WANTED- 


PRESSROOM 


RRESSROOM  SUPERVISOR 
Join  Philadelphia’s  largest  cold 
web  printer  and  earn 
$80,000  Annually  Performance  Bonus 
Bartash  is  a  7-day,  24  hour  printing 
operation  that  seeks  an  experienced  pre¬ 
ssroom  supervisor  that  has  the  ability  to 
commit  tight  deadlines,  work  under  pre¬ 
ssure  while  providing  excellent  print  qual¬ 
ity.  The  supervisor  has  the  responsibility 
to  manage  a  press  crew  of  20  to  operate 
four  press  lines.  Ideal  candidate  will  have 
press  experience  on  a  Community,  Sub¬ 
urban  and  Tensor  press  units.  Special  con¬ 
sideration  will  be  given  to  candidates  that 
have  printing  experience  with  quarter- 
folds,  on-line  glue  and  process  color.  This 
is  a  pivotal  role  that  requires  planning, 
management  skills  and  the  ability  to  pro¬ 
duce  bottom-line  results  by  streamlining 
the  production  process.  This  position 
offers  a  base  salary  plus  a  quarterly 
performance  bonus. 

Submit  your  resume  to: 

Bartash  Printing 
Attention:  Edward  Yucis 
5400  Grays  Ave 
Philadelphia,  PA  19143 
Phone:  215  724-1700  Fax:  215  724-3489 


PRODUCnON/TECH 


THE  NORTHWEST  FLORIDA  Daily  News 
seeks  candidate  for  the  position  of  Oper¬ 
ations  Director.  This  position  will  oversee 
the  management  of  all  aspects  of  com¬ 
puter  systems  and  programs,  pre-press 
production,  camera  room,  press,  and  the 
mailroom/distribution  center.  Prior  expe¬ 
rience  in  these  areas  is  essential. 

Please  e-mail,  tax  or  send  your  resume  tO: 

Attn:  Marvin  DeBolt 
North  West  Florida  Daily  News 
RO.  Box  2949 

Ft.  Walton  Beach,  FL  32549 
Fax:  (850)  862-5230  or  email: 
marvind@nwfdailynews.com 


-POSITIONS  WANTED- 


For  help  wanted/position  wanted  rates  call 
Hazel  Preuss  at  646.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  newspaper  industry's - 

- meeting  place. - 


Classified 
"  d  u  e  r  t  i  s  e  r  s 


If  you  don’t 
see  a  catagory 
that  fits  your  needs, 
please  call  us  at  888.825.9149. 

For  space/material  deadlines  call: 

Michele  Golden  at  646.654.5304 


PUBLISHING 


PUBLISHING  EXECUTIVE/ 
GENERAL  MANAGER 
Editorial  Projects  in  Education,  the  pub¬ 
lisher  of  Education  Week  and  Teacher 
Magazine,  is  searching  for  an  energetic, 
hands-on  executive  to  lead  its 
accomplished  business  staff  to  new 
challenges  and  successes.  We’re  flexible 
about  experience  but  insistent  on  finding 
a  recognized  problem-solver  who  can 
identify  and  seize  opportunity  and  work 
creatively  and  collegially  with  a  talented 
and  dynamic  staff.  Will  oversee  advertis¬ 
ing  sales,  marketing,  circulation  and 
accounting  departments.  Ideal  candidate 
will  have  a  talent  for  strategic  planning 
and  business  development.  The  sub¬ 
urban  Maryland  position  offers  a  com¬ 
fortable  workplace,  competitive  salary, 
and  unprarallaled  retirement  and  compa¬ 
ny-paid  family  medical  benefits.  For  a 
better  understanding  of  who  we  are,  visit 
our  website  at  www.edweek.org.  Send 
letter  and  resume  to  Search  Committee, 
Education  Week,  6935  Arlington  Road, 
Bethesda,MD  20814. 


I  -POSITIONS  WANTED-  I 


NEWS  VETERAN  SEEKS  reporting  posi¬ 
tion  on  daily  where  editors  will  challenge 
me  to  help  the  paper  and  improve  my 
craft.  Call  Brad  (352)  375-0177  or 
email:  brdbuc@cs.com 


ADMINISTRATIVE 


NEED  HELP  IN  making  a  transition? 
Editor/Publisher  seeks  short  or  long  term 
assignment  anywhere.  Over  15  years  in 
paid  and  clos^  circulation  publication. 
Knows  web  pub  development. 
Restructure  or  launch  a  publication.  Call 
Hunter  at  (908)  630-0151  or  email: 
tobago2@aol.com 


EDITORL4L 


MEDIA  CRITICISM  COLUMN  available 
from  longtime  SPJ  chapter  president. 
Topics  include  ethics,  current  issues  in 
media.  First  Amendment.  Call: 

(518)  399-8306  or  GSilver792@aol.com 


Professional  Freelance  Writer.  Contact 
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After  sales  to  ad  agencies  and  a  commercial  printer,  new  lossless 
image  compression  reaches  newspapers,  but  none  has  tried  it 

BY  JIM  ROSENBERG 

A  FULL  REVISION  OF  THE  JPEG  BASELINE  SPECIFICA- 
tion  for  standardizing  image-compression  products 
is  set  for  release  next  year.  Outside  the  JPEG  specifi¬ 
cation  and  unrelated  to  work  with  fractals  and 
wavelet  transforms,  Piranha  Inc.  has  developed  and 
begun  selling  what  it  says  is  a  scheme  for  lossless  and  “managed 
lossy”  compression  that  surpasses  JPEG’s  lowest  levels  of  compres¬ 
sion  in  quality  and  its  highest  levels  in  file-size  reduction. 
Compressing  image  data  is  trickier  than  compressing  a  digital  text 


file,  especially  without  harming  the  qualit\' 
of  a  decompressed  image.  Beyond  a  point, 
compression  results  in  a  noticeable  loss  of 
visual  information  when  the  digital  data  are 
reconstituted  into  pixels. 

JPEG  compression  ranges 
from  verv'  “lossy”  levels,  which 
permanently  remove  so  much 
data  to  achieve  the  smallest  file 
sizes  and  highest  transfer 
speeds  that  the  reconstructed 
image  is  a  coarse  approxima¬ 
tion  of  the  original,  to  near 
“lossless”  levels  that  permit  re¬ 
production  with  no  detectable 
difference  from  an  original  image. 

Special  high-speed  color  image-handling 
systems  were  developed  and  fractal  mathe¬ 
matics  applied  to  compression  with  some 
success,  but  for  most  graphic  arts  applica¬ 
tions,  the  file-size-to-qualitv’  trade-off  re¬ 
mains.  Depending  on  transmission,  storage 
and  print  product  quality  requirements,  the 
quantitative  benefits  of  true  lossless  com¬ 
pression  can  be  small  and  the  qualitative 
benefits  invisible. 

The  soon-to-be-released  JPEG2000 
standard  will  rely  on  wavelet  technologv’  — 
already  available  from  Berlin-based  Lura- 
Tech  (with  offices  in  Menlo  Park,  Calif),  a 


JPEG2000  participant  that  now  offers  the 
JPEGs  selective  application  of  less  com¬ 
pression  (more  detail)  within  an  image. 

Among  other  things,  JPEG2000  also  is 
not  limited  to  RGB  colors  and  is  designed 


to  handle  large  images  and  black-and-white 
images,  function  without  error  or  loss  in 
noisy,  wireless  transmissions,  give  superior 
compression  efficiencv'  and  a  lossless  op¬ 
tion,  provide  nonimage  metadata  with  files, 
and  support  security  marking. 

According  to  Piranha,  however,  its  high 
compression  ratio  rapidly  transmits  high- 
resolution  files  from  remote  sites  via  the 
Internet  over  phone  lines  rather  than  e.x- 
pensive  Tl  lines,  and  the  resulting  smaller 
files  occupy  less  storage  space  and  take  less 
time  to  move  through  digital  work  flows. 

“The  technology  is  totally  different  from 
something  like  JPEG,”  said  Hoshin  Seki, 


Eastern  U.S.  sales  and  marketing  manager 
of  Impact  Solutions,  a  sales  and  marketing 
arm  of  Piranha.  “Managed  lossy”  compres¬ 
sion,  he  said,  is  harder  to  detect  than  the 
same  ratio  of  lossy  JPEG  compression. 

Piranha  Bvte  runs  under  Windows,  Mac¬ 
intosh,  Unix,  and  Linux;  an  NT  version, 
said  Seki,  will  run  in  the  background,  with 
hot  folders  and  automatic  decompression. 
For  server  environments,  the  softw  are 
could  conceivably  be  hard-wired  in  a  chip 
for  the  fastest  possible  performance,  said 
Impact  President  Lany  E.  Greybill. 

Sold  on  a  compact  disc,  a  plug-in  is  avail¬ 
able  for  Adobe  Photoshop;  others  are  in 
development  for  QuarkXPress  and  Adobe 
InDesign.  Decompression  softwar  e  is  dis¬ 
tributed  free.  “Soon  to  be  released,”  said 
Seki,  “is  a  self-extracting  version”  that  will 
automatically  transmit  with  a  compressed 
image.  The  software  is  designed  so  that  files 
decompress  into  their  original  formats  — 
e.g.,  EPS,  TIFF,  Photoshop,  XPress.  (To 
give  some  idea  of  the  what  its  technologv’ 
can  achieve.  Piranha  said  it  can  compress 
moving  images  satisfactorily  at  900:1,  fit¬ 
ting  two  feature-length  films  onto  one  CD.) 

Led  by  J.C.  Penney  Co.  Inc.’s  former  re- 
search-and-development  chief,  Edward  W. 
Sample,  the  Dallas-based  firm  is  seeing  the 
first  newspapers  adopt  its  compression- 
transmission  software.  (Its  other  products 
speed  Web-based  imaging  and  video¬ 
streaming.)  Impact,  a  Piranha  subsidiaiy  in 
Freehold,  N.J.,  has  sold  the  product  since 
spring  to  prepress  shops,  ad 
agencies,  a  veiy  large  com¬ 
mercial  printer,  and  Applied 
Graphics  Technologies, 
which  counts  newspapers 
among  its  publishing  clients. 

Realizing  that  “compres¬ 
sion  hadn’t  changed  much 
in  20  years”  and  that  it  was 
time  to  “take  a  fresh  look 
[for]  a  new,  more  efficient  approach,”  Grey¬ 
bill  said.  Piranha  was  founded  almost  a  year 
ago  after  recruiting  a  science  team  whose 
algorithms  showed  promise. 

He  said  Piranha  Bvte  follows  rules  gov¬ 
erning  how  software  responds  to  certain 
conditions  it  encounters,  not  according  to 
prescribed  routines  for  given  file  formats. 
Beyond  compressing  image  data,  he  contin¬ 
ued,  product  development  sought  to  reduce 
overhead  —  for  example,  squeezing  econo¬ 
mies  from  header  information  and  “some 
novel  approaches  to  file  handling.” 

The  product  streamlines  setup  of  com¬ 
pression  choice  (lossless,  managed  lossy),  as 
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and  the  Worcester,  Mass.,  Telegram  £5? 
Gazette  expected  to  use  Piranha  B\te  for 
their  photography  —  and  the  software  was 
chosen  to  support  the  Xerox  Newspaper 
Network.  The  Record,  Hackensack,  N.  J.,  has 
had  an  early  version  of  the  software  but  will 
need  the  newly  released  server  version  for 
possible  use  with  its  large  volume  of  com¬ 
mercial  work,  said  Greybill,  w  ho  added  that 
Impact  had  just  sold  Piranha  B\te  to  Lon¬ 
don-based  E.xpress  Newspapers. 

But  at  the  New'  York  Times  Co.’s  Tele¬ 
gram  &  Gazette,  “We  haven’t  e\’en  tested  it,” 
said  Operations  Director  Kurt  Parent.  Pi¬ 
ranha  expected  the  paper  to  use  the  soft¬ 


ware  to  send  digital  photos  to  its  news¬ 
room,  and  ads  from  region2d  sales  offices  to 
a  central  production  department.  But, 
w  hile  conceding  that  “it  looks  like  a  ver>' 
interesting  product,”  Parent  said  a  vendor 
representative  “dropped  off  five  units  and 
said,  ‘  Here,  tr\'  this,’  then  sent  me  a  bill.” 

“We  have  signed  [purchase  orders],  and 
we  don’t  give  out  samples,”  said  Greybill. 

In  Boston,  Herald  Deputy  Managing  Ed¬ 
itor  for  Production  Jim  Potter  “had  never 
heard  of  it.”  He  eventually  found  a  sample 
copy  in  the  informalion-technologv’  depart¬ 
ment.  But,  amid  the  distractions  of  acquir¬ 
ing  Fidelity’s  Community  New'spaper  Co. 
group,  he  said,  “It’s  not  being  used  at  all.” 

Xerox,  said  Netw'ork  Director  I^is  F.  Ni- 
land,  targets  publishers  that  have  overseas 
markets  or  wish  to  develop  them  “almost 
anywhere  in  the  world  via  our  network.”  Pi¬ 
ranha  B\te  w-ill  support  transmission  and 
storage.  Xerox  customer  sites  w'ill  print  11- 
by-17-inch  editions  of  client  new'spapers. 

On  the  commercial  side.  Impact  put 
Piranha  B\te  into  the  w'orld’s  largest  print¬ 
er.  According  to  Pierre  Bedard,  Quebecor 
World  pre-impressions  director,  the  soft- 
w  are  cuts  costs  by  shortening  transmission 
times  and  shrinking  storage  requirements 
for  production.  The  product  also  provides 
point-to-multipoint  communications. 

Among  ad  agencies,  orders  came  from 
three  big  names:  DDB  Worldwide,  Messner 
Vetere  Berger  McNamee  Schmetterer/ 
EURO  RSCG,  and  a  unit  of  McCann-Erick- 
son  WorldGroup.  “We  do  a  lot  of  w'ork  with 
high-resolution  art  files  in  the  studio,  and 
this  technolog}'  will  give  us  the  ability  to 
save  time  and  money  by  creating  one  piece 
of  art  that  we  can  repurpose,”  said  John 
Rand,  vice  president  and  studio  director  at 
McCann  Relationship  Marketing. 

Besides  allowing  e-mailing  of  huge  files, 
Rand  said  that,  w'hile  constantly  reused  art 
often  must  be  retouched,  lossless  compres¬ 
sion  preserves  the  “full  data  integrity  of 
each  file,  no  matter  how  many  times  we 
compress  and  uncompress.” 

On  other  fronts,  Piranha  is  acquiring  JJT 
Inc.,  w'hich  designed  a  system  to  digitize 
300,000  Librarv'  of  Congress  images. 

Piranha  also  has  developed  real-time 
streaming  video  and  a  self-installing  brows¬ 
er  plug-in  that  speeds  Web  downloads  by 
up  to  50  times  (each  sold  by  other  subsidi¬ 
aries).  All  its  products,  said  Greybill,  “are  in 
their  infancies.”  Seki  suggested  that  among 
ways  that  Net  and  print  products  can  work 
together  for  newspapers  are  by  facilitating 
sales  of  archived  photos  and  in  speeding  the 
proofing  cycle  with  advertisers.  11 


well  as  ratio,  file-tvpe  selection,  and  trans¬ 
mission.  When  a  user  clicks  on  the  "Send” 
button,  the  file  is  compressed  on  the  fly. 

Together,  Greybill  and  Seki  bring  consid¬ 
erable  experience  in  newspaper  and 
advertising  content,  production,  and  tech- 
nologv'.  Greybill  came  up  on  the  news  side 
before  becoming  Associated  Press  business 
development  project  manager  for  AdSend. 
Seki,  who  started  in  the  composing  room, 
has  promoted  newspaper  flexogiaphy  and 
worked  for  a  digital-ad-deliverv'  .startup  be¬ 
fore  joining  Impact.  Most  who  work  for  Im¬ 
pact,  he  said,  have  newspaper  backgrounds. 

According  to  Piranha,  the  Boston  Herald, 


We  can  help  you  fill  your  supplements  and  feature  sections. 
And,  we’re  fast,  easy  and  free.  We’re  your  first  source  for 
quality  feature  articles  and  supplements.  We  provide  editors 
with  copyright-free  articles  and  images,  24-hours-a-day. 
Check  us  out  at  www.aracontent.com.  Log  on  today. 
There’s  no  obligation,  just  free  content  *  jpm  m 
at  your  fingertips! 
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SYNDICATES 


Syndicated  columns  face  increased  competition  and  other 
challenges  as  their  content  and  format  evolve 

BY  DAVE  ASTOR 

The  word  on  columns  is  that  many  trends  are 
manifesting  themselves  in  this  branch  of  syndication. 

During  the  past  decade,  syndicated  columns  became 
more  popular  in  some  categories  and  less  popular  in 
others,  started  appearing  online,  displayed  more  diver¬ 
sity,  decreased  in  length,  and  faced  more  competition  from  local  and 
news  service-distributed  writers  —  to  name  a  few  changes. 

King  Features  Syndicate  Editor  in  Chief  Jay  Kennedy  said  news¬ 


papers  are  increasingly  using  local  humor, 
opinion,  2md  general-interest  columns  — 
making  it  harder  for  svTidicates  to  sell  in 
those  categories.  “The  syndicated  features 
that  are  growing  are  the  types  you  can’t  get 
or  can’t  afford  to  get  locally,”  he  added. 

These  include  columns  by  national 
experts  and/ or  celebrities  (such 
as  Martha  Stewart  of  the  New 
York  Times  Syndicate),  features 
spawned  by  famous  brands  (like 
“MIV s  Weekly  Dose”  from 
King),  and  “news  you  can  use” 

(“Arthur  Frommer’s  Budget 

Travel”  from  King,  for  example).  ^  ^ 

Why  more  local  columns?  H 
Some  dailies  want  to  pare  syndi¬ 
cation  budgets,  but  Kennedy  feels  bigger 
reasons  include  a  desire  by  papers  to 
reward  reporters,  differentiate  themselves 
from  other  papers  and  media,  and  make 
their  pages  more  relevant  to  local  readers. 

Some  syn  stltf  still  sells 

But  many  papers  still  find  certain  cate¬ 
gories  of  syndicated  columns  relevant  to 
their  readers.  Universal  Press  Syndicate 
Vice  President  of  Sales  John  Vivona  said 
preventive  health  features,  such  as  Univer¬ 
sal’s  “RealAge,”  sell  well.  United  Media  Vice 
President/Sales  and  Marketing  Lisa  Klem 


Wilson  noted  that  United  has  had  success 
with  certain  “niche”  columns,  including 
“Desperation  Dinners,”  which  helps  bu.s\’ 
readers  cook  quick  meals.  Copley  News  Ser¬ 
vice  Editorial  Director  Glenda  Winders  re¬ 
ported  that  Copley  does  well  with  columns, 
such  as  Dr.  Helen  Greenblatt’s  advice 


“The  s\Tidicated  features 
that  are  growing  are  the 
tvpes  you  can’t  get  or  can’t 
afford  to  get  locally.” 

—  JAY  KENNEDY 

King  Features  Syndicate 


feature,  aimed  at  active  older  Americans. 

“There’s  so  much  demand  for  this,” 
said  Winders.  “A  lot  of  people  turn  50 
eveiy  day.”  Conversely,  she  added,  some 
syndicated  columns  aimed  at  the  younger 
readers  papiers  covet  are  also  selling. 

Winders  said  technology  columns  also 
are  getting  more  popular.  “I  expect  that  to 
continue,”  said  Tribune  Media  Services 
(TMS)  Creative  Director  Fred  Schecker. 

A  trend  related  to  technology'  involves 
print  columns  spawmed  by  Web  sites 
{E&P,  May  16, 1998).  One  is  Universal’s 
“Motley  Fool,”  which  brings  lively  invest¬ 


ment  advice  to  often-staid  business  pages. 

Also,  columns  are  increasingly  being  sold 
to  online  papers  and  other  sites  by  syndi¬ 
cates  or  Web  aggregators  such  as  iSyndicate 
and  ScreamingMedia.  But  this  hasn’t  been 
a  gold  mine  yet.  Schecker  noted  that,  given 
the  small  fees  many  print  papers  pay  for 
columns,  the  little  e.xtra  they  give  for  elec¬ 
tronic  rights  is  not  that  significant  for  syn¬ 
dicates.  And,  he  said,  many  non-newspaper 
sites  prefer  to  get  sj'ndicated  features  via 
barter  or  ad-sharing  deals,  while  TMS 
prefers  the  traditional  fee  model.  Finally, 
some  sites  aren’t  paving  their  syndication 
bills  in  this  time  of  dot-com  shakeout. 

Most  interviewees  did  say  online  sales 
will  bring  in  more  money  in  the  future. 

Technology  is  also  helping  fuel  an 
increase  in  art  sent  with  some  columns. 
Photos  and  graphics  can  be  offered  much 
less  expensively  when  they’re  transmitted 
electronically.  In  some  cases,  columns  and 
art  are  fused  into  a  text/graphics  hybrid. 

Diversity  defined  diversely 

Columns  are  getting  increasingly  diverse, 
too,  as  more  people  of  color  and  females 
write  Op-Ed  features  (E^P,  Aug.  21, 1999). 
Schecker,  for  instance,  said  TMS  has  had 
success  selling  columns  by  Leonard  Pitts  Jr. 
and  Kathleen  Parker. 

But  diversity  isn’t  just  demographic. 
Creators  Syndicate  President  and  CEO 
Rick  New'combe  sees  wider  variations  in 
opinion  than  before;  at  his  firm,  commen¬ 
tators  are  as  liberal  as  Molly  Ivins  and  as 
conserv'ative  as  Thomas 
ires  Sowell.  And  Washington 

i-l.|  p  Post  Writers  Group 

(WPWG)  Managing  Edi- 
can  t  tor  James  Hill  said  there’s 

increased  diversity  in  the 
way  more  political  colum- 
JAY  KENNEDY  nists  are  taking  an  outside- 
RES  Syndicate  the-Beltway  approach,  and 
not  being  “so  predictable” 
and  partisan.  Hill  also  sees  the  start  of  a 
trend  toward  more  syndicated  commentary 
by  writers  with  distinctive  regional  voices. 

Whatever  the  voice,  columnists  these 
days  often  have  fewer  words  to  work  with 
(E^P,  Sept.  5, 1998).  Many  columns  ran  at 
least  800  words  a  decade  ago;  now,  many 
check  in  at  as  few  as  650. 

Schecker  noted  wryly  that  if  columns  get 
much  shorter,  theyll  become  “random 
thoughts.”  Hill  —  whose  syndicate’s  roster 
includes  David  Broder,  Ellen  Goodman, 
William  Raspberry',  and  George  Will  — 
added  that  newspapers  risk  losing  the 
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over,”  said  Hill,  while  noting  that  there  will  uted  by  news  services.  Schecker  added, 
be  exceptions.  Among  today’s  dwindling  ‘You  can’t  say,  ‘Dave  Barty  ’s  kind  of  e.xpen- 
group  of  columnists  with  500-plus  cus-  sive,  I  think  Ill  use  this  other  guy,’  and  ex- 

tomers  are  Ann  Landers  (Creators),  Abigail  pect  him  to  be  as  good.” 

Van  Buren  (Universal),  Dave  Bariy-  (TMS), 

Cal  Thomas  (TMS),  and  Heloise  (King). 

“If  you  fill  a  need  with  a  column,  it  has 
the  potential  to  do  even’  bit  as  good  as  a 
column  20  years  ago,”  obsen  ed  Vivona.  But 
Kennedy  said,  “Few'  columnists  today  make 
a  full-time  living  oft’ their  column.”  Instead, 
he  added,  they  seek  svTidication  to  supple¬ 
ment  their  income,  gain  recognition,  “better 
the  world,”  tackle  a  new  challenge,  etc. 

One  reason  for  smaller  client  lists  is  the 
rise  in  one-daily  markets  as  some  papers 
fold.  And  Wilson  said,  “Sv’ndicated  columns 
have  become  much  more  difficult  to  sell  in 
recent  years  because  of  the  news  wires  and 
local  competition.” 

Papers  can  save  money  using  news-serv¬ 
ice  columns  because  they’re  part  of  already- 
paid-for  packages.  And  many  papers  feel 
supplemental  columns  are  as  good  or 
almost  as  good  as  svTidicated  columns. 

But  Newcombe  said  individually  sv’ndi¬ 
cated  columnists  tend  to  have  “stronger 
personalities”  than  many  w’liters  distrib- 


“serious  readers”  who  gravitate  to  Op-Ed 
pages  if  they  run  columns  so  short  “you’re 
not  getting  the  analysis  you  need.” 

Dailies  have  less  space  for  text  not  only 
because  they  want  to  cut  newsprint  costs, 
but  because  they're  paving  more  attention 
to  design.  “A  few  years  ago,  you  could  get 
away  with  five  columns  of 800  words  on  a 
page,”  said  Hill.  “Now  —  with  snappy  head¬ 
lines,  photos,  and  graphics  —  it  might  be 
four  700-vvord  columns.” 

Kennedy  also  sees  more  columns  with 
separate  sections  that  papers  can  use  or 
slice.  For  in.stance,  King's  “Good  House¬ 
keeping  Institute  Savvy  Consumer”  feature 
has  a  section  listing  product  recalls. 
Winders  added  that  Copley  prefers  its  ad¬ 
vice  columns  to  each  have  several  questions 
and  answers  rather  than  one  long  Q-and-A 
so  clients  have  the  flexibiliU’  to  easily  cut. 

The  average  column  now  also  has  fewer 
print  clients.  ‘Ten  or  15  years  ago,  many 
columns  started  with  25  to  100  papers,” 
said  Newcombe.  ‘These  days,  it’s  not  un¬ 
usual  to  start  with  less  than  20  and  build 
more  slowly.” 

And  peak  lists  aren’t  as  high  as  before. 
‘The  days  of 500-nevv’spaper  client  lists  are 


In  hnef 

KRT  offers  35 
excerpts  from 
‘Killing  Pablo’ 


Knight  Ridder/Tribune  News 
Service  is  doing  a  massive  35- 
part  serialization  of  a  book  on 
the  U.S.-aided  hunt  for  Colombian  drug 
lord  Pablo  Escobar. 

The  stoiy  was  the  subject  of  a  tw  o- 
year  investigation  by  The  Philadelphia 
Inquirer  that  reporter  Mark  Bowden  has 
turned  into  a  book  called  “Killing  Pablo: 
The  Hunt  for  the  World’s  Greatest 
Outlaw.”  It  will  be  published  next 
spring  by  the  Atlantic  Monthly  Press. 

On  Nov.  12,  CNN  broadcast  a 
documentaiy  based  on  the  investigation. 


“Hey,  Cherie!”  entertains.  It’s  fun  to  read.  It’s  written  in  language  teen  readers 
can  understand.  But  more  than  that  it  offers  sound  advice  to  teens  with  troubles. 

Bennett  is  a  playwright  and  the  author  of  more  than  50  teen  novels,  including  “Life 
in  the  Fat  Lane”  and  “Anne  Frank  and  Me.”  She  responds  with  warmth,  humor  and 
wisdom  to  teen  questions  —  and  there  are  lots  of  them.  If  it’s  letters  from  readers  you 
want,  Cherie  is  the  answer.  She  knows  how  to  reach  the  elusive  teen  audience  that 
every  newspaper  seeks.  ^  ’’1^'  as. 

Copley  News  Service  offers  other  k 
materials  to  educate  and  entertain  even  ^ 

younger  readers.  Look  for  “Kids’  Home 
Newspaper,”  a  ready-made  page  of  fun 

and  games  for  children,  on  our  Web  site.  '  ^  ^  ^ 

\  y 

You’ll  get  mail. 
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The  Soldier’s 
Letter  and  its 
longtime 
address:  Fort 
Riley,  Kan. 


THE  BEST  —  AND  REST  —  OF  THE  PRESS 


Historic  victonj 


Ao,  zee  are  not  loved,  tint  reallij,  it  is  icorse 
than  that.  IVe  have  never  been  much  Jovecl." 

-  JAMES  RUSSELL  WIGGINS,  NEWSPAPERMAN,  BEFORE 
THE  NEW'  ENGLAND  PRESS  ASSOCIATION,  JAN.  22,  1971 


From  Minnesota  to  Georgia 
to  New  England  to  Missouri, 
historian  Chandra  Miller  covered 
more  ground  in  search  of  regimental 
newspapers  than  many  Civil  War  soldiers 
did  during  the  entire  conflict.  Her 
odyssey  ended  in  victoiy:  Miller  —  a 
Harvard  University  doctoral  candidate 
in  historv'  and  a  docent  at  Constitution 
Hall,  a  historical  site  in  Kansas  — 
unearthed  about  100  papers  in  archives 
whose  curators  didn’t 
know  what  they  had. 
Most  of  these 


papers, 

created  by  Union  and 
Confederate  regiments, 
were  published  by  and 
for  enlisted  men.  Some 
lasted  a  few  issues, 
others  more  than  a 
year.  They  included 
the  regiment's  history';  war  news  and 
reflections  on  its  purposes;  complaints 
about  officers  and  the  scarcity  of  food; 
news  from  home;  jokes;  and  poetry.  They 
were  set  in  tvpe  on  newsprint,  printed  or 
handwritten  on  anv'thing  from  wallpaper 
to  the  backs  of  used  Army  documents. 
Some  had  a  blank  page  so  soldiers  could 
send  their  own  news  home,  which  is  how 
many  survived. 

Soldiers  in  war  are  under  great  stress, 
Miller  noted.  So  what  they  preserved  from 
their  civilian  lives  sheds  light  on  what  they 
valued  from  those  lives.  “Clearly,  news¬ 
papers  were  one  of  the  things  they 
valued,”  she  said.  ‘They  were  willing  to 
lug  print  around  and  devote  time  to 
creating  these  editions.”  —  Ellen  Liburt 


Civil  War  expert 
Chandra  Miller 
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Shoptalk 


What?  Again? 


The  Death  of  Print  is  going  to  happen,  far  sooner 
than  many  of  you  think!”  Daniel  Okrent,  Time  Inc.’s 
editor  at  large,  proclaimed  in  a  recent  speech  at  the 
Columbia  University  School  of  Journalism. 

“Why  should  we  keep  mowing  down  the  forests  and 
spending  billions  on  ink,  postage,  and  production  when  we  can  de¬ 
liver  the  same  content  quickly,  conveniently,  and  at  almost  no  cost?” 
This  question  is  posed  by  Donald  Kummerfeld,  former  head  of  the 
Magazine  Publishers  Association  and  now  chairman  ofKiosk.com,  a 
startup  firm  that  is  putting  magazine  pages,  full  size,  on  the  Web. 


A  dozen  years  have  passed  since  Roger 
Fidler,  a  newspaper  editor,  began  his 
experiments  to  produce  a  continually 
updated  electronic  newspaper  on  a  tablet. 
Since  then,  the  problems  of  portability, 
legibility,  and  accessibility'  are  being  solved. 

The  computer  screen  is  not  as  user- 
friendly  as  the  printed  page.  In 
a  laboratory  experiment  at  Ohio 
State  University,  matched 
groups  of  students  read  identi¬ 
cal  articles  either  as  printed  text 
or  on  a  desktop  computer 
screen.  The  printed  version  was 
rated  as  more  understandable. 

But  the  desktop  computer’s 
cathode-ray  tube  won’t  remain 
the  medium  of  display.  Hand¬ 
held  dev'ices  already  download 
information  from  the  Web.  Before  long, 
readers  wll  be  able  to  get  their  new's  com¬ 
fortably  on  a  thin  flexible  panel,  with  high 
resolution  and  the  capability'  to  save  select¬ 
ed  items  electronically  or  in  hard  copy. 

It’s  a  long  way  from  the  laboratory  into 
mass  production,  but  Time  lnc.’s  Okrent 
(who  describes  himself  as  an  “ink-stained 
wTetch”)  suggests  that  new  devices  for 
displacing  content  will  be  given  away  by  the 
big  media  companies,  “on  the  cell  phone 


model. ...  We  aren’t  interested  in  making 
money  off  of  hardw'are;  we  make  money 
off  of  what  you  read  and  watch  and  listen 
to.”  He  cites  “the  potential  of  digital 
advertising,”  with  its  capacity  for 
immediate  interactive  consumer  response. 

The  Web  is  already  a  major  source  of 
news.  A  recent  survey  by  the 
Pew  Research  Center  finds  that 
one-third  of  the  public  (and 
almost  half  of  those  under  30) 
now  get  news  online  at  least 
once  a  week,  1.5%  on  any  given 
day.  Over  half  of  this  last  group 
(or  about  6%  of  the  total  public) 
say  they  go  to  a  news  site  specifi¬ 
cally  to  get  the  news.  Among  in¬ 
vestors,  the  Internet  ranks  with 
TV  and  newspapers  as  the  main 
source  for  stock-market  updates  and  finan¬ 
cial  advice,  and  among  active  traders,  it  far 
outstrips  the  two  other  media.  Young  Inter¬ 
net  news  users  also  show  above-average 
interest  in  science,  technology  and  sports. 

In  a  much-cited  survey  for  America 
Online  by  Roper/Stai'ch  last  year,  seven  out 
of  10  Internet  users  picked  “to  get  news 
online,”  compared  with  nine  out  of  10  who 
said  they  went  online  to  do  research  and 
the  same  proportion  who  said  it  was  to 


communicate  with  fnends  and  family. 
Another  study  (by  Statistical  Research  Inc.) 
used  a  tougher  approach.  For  each  Web  site 
visited  in  the  past  24  hours,  respondents 
were  questioned:  What  particular  reason 
did  you  have  for  using  that  site?  To  get 
news,  answered  7%  (2%  of  the  total  public). 

Whatever  the  exact  figures,  a  lot  of 
people  are  getting  news  on  the  Web,  and 
the  numbers  will  grow.  But  what  kind  of 
news  are  they  getting?  All  major  Web  sites 
display  a  handful  of  top  headlines  on  their 
home  page.  Is  a  glance  at  those  equivalent 
to  a  look  at  a  newspaper  front  page,  where 
headlines,  text,  and  illustrations  fonn  a 
seamless  pattern  for  the  eye  to  explore? 
News  on  the  Web  seems  more  like  an 
extension  of  broadcasting,  which  reduced 
news  coverage  to  a  recitation  of  brief 
bulletins,  rather  than  of  print,  whose  forte 
is  the  extended  stoiy. 

A  strength  of  the  Web  is  its  ability  to 
present  individual  readers  with  a  selection 
of  tailored  contents.  This  is  also  a  weakness, 
if  it  means  that  they  are  no  longer  exposed 
to  what  they  haven’t  expected  and  didn’t 
know  they  w'anted. 

Readers  shuttle  backward  and  forw'ard 
through  a  printed  newspaper.  Perhaps 
technology  can  find  a  way  to  do  the  same 
on  a  sheet  of  electronically  activated  plastic, 
and  perhaps  advertisers  will  be  willing  to 
pay  the  cost.  Perhaps. 

In  recent  years,  newspaper  editors  have 
been  told  repeatedly  that  people  are  “too 
busy  to  read,”  and  they  have  cut  story 
length.  In  the  age  of  the  disembodied  elec¬ 
tronic  news  bulletin,  the  underlying  as¬ 
sumption  should  be  re-examined. 

There’s  all  the  more  reiison  to  cover  the 
news  in  depth,  \vith  wise  interpretation, 
passionate  commentary,  and  the  kind  of 
good  writing  that  somehow  just  doesn’t 
quite  work  on  a  tube,  a  screen,  or  even  a 
flexible  tablet.  As  newspapers  strengthen 
their  presence  on  the  Internet,  they  will 
be  forced  to  vigorously  rethink  and  en¬ 
hance  the  advantages  of  their  traditional 
print  products.  11 

Bogart,  former  executive  vice  president 
and  general  manager  of  the  Newspaper 
Advertising  Bureau,  is  the  author  of 
Commercial  Culture,  which  was 
published  recently  in  a  new  paperback 
edition  by  Transaction  Books. 
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